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LEADING 
GUIDE TO 
YOUR 
MARKET! 


“List O' Trades” has long been the symbol of accuracy, dependability and coverage 
in mailing lists. Its twelve thousand list classifications are the result of years of 
intensive effort, devoted to the requirements of direct mail advertisers everywhere, 
who need names specifically suited to their individual appeals. 


“List O' Trades” can spell the difference between a well directed mail promotion, 
and one aimed at non-responsive names. 


You owe it to yourself and your business, to possess a copy of Ponton’s “List O' 
Trades”. See for yourself how this directory can help you plan and execute 
successful mail campaigns. 

Tell us to deliver “List O’ Trades” ‘to your desk by return mail. It will enhance 
the chances of higher response, and furnish ideas for greater profits. 


W PONTON INC. 


- 


Sales Office and Production Plant 
44 HONECK STREET, ENGLEWOOD, N. J. 
Phone: ENglewood 4-5200 


New York Phone: 
MUrray Hill 7-5311 
(direct connection to Englewood) 
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When you need long- 

run performance—and a 

quality job—your best bet 

is to put it on ATLANTIC 
BOND. Here’s why: 

ATLANTIC BOND, the genu- 

inely watermarked, #1 Sulphite 

Bond, which is first in its field 

for sales, is first in “runability”! 

ATLANTIC BOND'S “just-right” 


when it 
bulk and stiffness mean smoother run- 
must have ning always. And ATLANTIC BOND 
7. is moisture-controlled for dimensional 
“runability” stability...assuring more accurate oie 
...it should 


ister on every run—no wasted time and 
be on 


if 


Multilith 
Department, 
State Mutual 
Assurance Department, 
Worcester, Mass. 


effort on re-runs. 
ATLANTIC BOND is first in per- 
formance, too. It’s a better-formed, 
better-looking paper—impressions 
“take” better...look sharper, 
clearer. Next time—and every 
time — you want the job 
done right, run it on 
ATLANTIC 
BOND! 


EASTERN 


Atlantic Papers 
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Salute To A Man 
With An Open Mind 


by Henry Hoke 


() OF THE THRILLS of the recent 
Direct Mail Advertising Asso- 
ciation convention in New York was 

meeting face to face for the first 
time, a man named M. W. Finken- 
binder from the Danuser Machine 
Company (manufacturers of earth: 
moving equipment and farm tools), 
Fulton, Missouri. 

1 met him first by mail, introduced 
by Orville (Bus) Reed, only about 
six months ago .. . and the succeeding 
correspondence has kept us in a 
continual uproar. Prior to his getting 
acquainted with Bus by mail, around 
the first of this year, Mr. Finken- 
binder had never heard of the DMAA 
ot The Reporter. He was a relatively 
unknown lonewolf . . . devising his 
own peculiar system for handling di- 
rect mail and routine correspondence, 

Every letter received by either Bus 
Reed or myself was a riot of good 
writing, unequaled wit... and the 
most outlandish drawings with tipped- 
on gadgets or scissor-cut overlays. 
We tried to find out more about him. 
How did he get that way? Where did 
all these crazy ideas come from? Did 
they work in business .. . or was it 
just for fun with friends? 

Then we learned that “Finkie” 
(don't know what his first name is), 
steamed up by his correspondence 
with us, entered his modest effort in 
the annual DMAA “Direct Mail Lead- 
ers” contest and won an award 
as the best in his classification, 

| wrote him a hurry-up note ask- 
ing if he would be in New York. An- 
swer was negative. Had never been 
to New York before. Didn't think he 
would fit in with the “big shots.” 
But his boss, Danuser, insisted he go 
to accept the award and take along 
the wife. 

1 was somewhat skeptical about 
meeting him. Might spoil the illusion. 
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A love song 
iS a Caress 
set to music. 


Sigmund Romberg 


A successful direct mail 
effort is good copy set 
on Reply-O-Letter. 


Given good copy, 
Reply-O-Letter sings 
sweetly — some 30%, 
40%, even 50% more 
sweetly than ordinary 
letters. That's because 
it carries its own Built- 
In reply card (or enve- 
lope) so folks find it 
easier to reply. 


But the real music and 
much of the magic lies 
in the copy. Our cre- 
ative staff, artists and 
copy writers, are at 
your complete disposal 
without charge. 


To compose the sweet- 
est song of results you 
ever did hear, all you 
need is an open mind 
and a continuing use for 
good direct mail. 


231d year of Service to 
organizations in every field 


INVESTORS PLANNING CORPORATION 
WATIONAL ASSOC. OF CREDIT MEN 
LONG ISLAND COLLEGE HOSPITAL 
MUTUAL LITE OF NEW YORK 
US CAMERA MAGAZINE 
THE BORDEN COMPANY 


reply-o-letter 


7 CENTRAL PARK WEST 
YORK 23, 
CmCLE Sorte 


Sates Offices 


BOSTON CHICAGO CLEVELAND DE TRON - TORONTO 


Sdmetimes, when you meet a natural 
verbal humorist, you find him a 
deadly dull and tiresome sort .. . in 
person. In all my experience, | had 
met only a few fellows who could 
write humorously and visualize their 
words with pictures or cartoons. | 
had “Finkie” figured out as a short, 
wiry, nervous and worried sort of 
guy 

But when he showed up for the 
Awards Breakfast on October 1. . . 
he looked more like a dignified Penn- 
sylvania Dutch banker. A strapping 
more-than-six-footer. Found him a 
place at the table with Jack Lord, 
Bill Rich and wife, Kitty and Demi 
Hoke and others. Before breakfast 
was served, there were gales of laugh- 
ter from that spot continuing 
until chairman Bill Clawson pieaded 
for peace and quiet. In other words, 
“Pinkie” is just as humorous in per- 
son as he is in his letters and draw- 
ings. He was an equal match with 
Fred Gymer, Bill Dick, Larry Mat- 
hany and all the other wisecrackers. 

To boil this all down .. . “Finkie” 
handles his job as sales promotion 
manager on a strictly personal basis. 
In a selling field noted for its monot- 
onous dullness, he has done miracles 
by being friendly, human . . . and 
corny 

He tells me that Danuser inquiries 
in 1955 from national advertising 
averaged a cost of over $15 each. He 
can't afford to muff an opportunity to 
hold on to the new contact. So he 
writes personal letters and embel 
lishes them with drawings. Even his 
signature is cartooned. He keeps up 
a constant personal correspondence 
with more than 1300 dealers. When 
a personal cartoon or gadget seems 
to click he includes it in the next 
month's bulletin (produced on office 
multilith) going to implement deal. 
ers, allied equipment distributors and 
members of farm associations. Some 
of his lists are as small as 60 

As for results . “Finkie” and 
Danuser are known far and wide in 
their own particular field, “Sales are 
unbelievably good,” says the man 
with the open mind, With the whole 
farm equipment industry erying the 
blues Danuser’s sales soared. 
Something must be doing a job . . 
in addition to Danuser’s good name 
and fine equipment 

He told me one trade secret: He 
keeps several desk drawers filled with 
everything imaginable . . . pipe clean 
ers, sponges, dried grasshoppers, fire 
crackers, bits or ribbon and tinsel 
and odds and ends picked up in the 
five-and-ten. They are ready when an 


idea strikes for illustrating an impor- 
tant thought in a letter. And out it 
goes. Once, he sent an eight-page 
letter to a select list. The letter itself 
was only about two inches long. . . 
the P.S. took the rest. Replies were a 
cireus. How did he get this way? He 
doesn't know. Always liked to draw 
but wasn't particularly good in gram- 
mar or English. 

M. W. Finkenbinder was born 48 
years ago, somewhere in Kansas. Mi- 
grated to Nebraska with his family 
at 19. Married there in 1929. After 
six years in Nebraska, headed for 
Montana and a foreman’s job in a 
sugar refinery. He suffered during 
the depression like nearly everyone 
else . . . but raised a family of three 
girls and one boy (who only stayed 
for a short visit of six weeks). There 
are now two granddaughters. 

Up to 1947, most of “Finkie’s” 
work was with sugar mills. Then he 
became part of a newly organized 
farm machinery distributing company 
covering Montana and northern 
Wyoming. There, he got his first ex- 
perience at “pencil impressions.” In 
1952, he was shoved into the man- 
agers chair, but sold his interest two 
years later to join Mr. Danuser as 
sales promotion manager of D.M.C. 
He comments: “My pencil is now 
working fulltime in a job that every 
report card | ever took home from 
school would have disagreed with.” 

That, in a nutshell, is the story of 
a man who knew nothing about the 
direc} mail fraternity, and who cared 
less about the bigness of the medium. 
He just knew that he believed in the 
“unusual approach” in making con- 
tacts by mail 

It was great fun meeting this man 
at his first direct mail convention 
Even more fun receiving his enthusi- 
astic letters since getting back to 
earth. Especially his perspective illus 
tration of the bathroom in The Re- 
for which Fred Gymetr 
supplied admittance cards. 


porter suite 


If you get a chance . . . study the 
Danuser portfolio in the 1956 DMAA 
Leaders” . . . or better yet, stir up 
some correspondence with the “man 
with the open mind” in Fulton, Mis- 
souri. Maybe he has proved that the 
less you know about the intricacies 
and technique of direct mail . . . the 
better. At least, M. W. Finkenbinder 
has found the way to bring a fresh, 
wholesome approach to usually-dull 
industrial direct mail. © 


Reporter F 
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FRONTPORCH 
| wh SCUTTLEBUTT 


ps , The gist of conversation about this and that 
a with visitors to the Editor of The Reporter 


Clearwater, Florida 
November, 1956 


FIRST NORTHERN VISITORS . 


to the front porch for this new season were Bob and Dorothy Stone af Chicago and 
Hillary and Beulah Bailey of Atlanta (if they can be labeled northerners). We 
really should include Ray and Florence Krakow of Hillsboro Printing, Tampa, as 
they came down from New York with us on the Silver Meteor. Naturally, nearly 
all conversations since getting aboard in New York, and even with neighbors, has 
been a rehash of the direct mail convention. What's good? What's wrong? How 
could next ones be improved? 


Also, since getting home, I've been reading copies of all the speeches, transcripts 
of panels and in between trying to answer correspondence accurnulated during 
twenty-five days of absence; reading and answering new mail about convention; 
trying to catch up on trade magazines, sleep and what have you 


A few worthwhile observations seem to be boiling to the top. You folks who are in- 
terested in conventions or in direct mail education might like to have them. 


First: The DMAA convention has grown so big and complicated... it is no longer 
fair to ask voluntary local committees to do the work of staging them. Other 
associations have made the switch in recent years from local programming, pro- 
motion and staging to a headquarter'’s operation. The Advertising Federation made 
the switch a number of years ago. National Industrial Advertisers Association 
followed when John Freeman became permanent paid president. ANA and the four 
A's have convention programming and staging handled by headquarters. Other con- 
ventions I've attended recently have same setup. Diaper Service Institute, Alurmni 
Council, American Trucking, Air Cargo, etc., have all programming and promotion 
handled by experienced, professional headquarter's staff 


IT’S TIME FOR A CHANGE: 


Now, with competent Arthur Burdge as the first permanent paid president of DMAA, 
it is time to make the logical switch and | think Ted Bihler and Charlie Downs 
(who labored for Chicago a year before) would agree. Lord only knows how much 
tirme Ted Bihler and his steering committee members took away from their own 
jobs; how much of their personal or company money was spent on the eleven-month 
job of preparation. Same applied to Charlie Downs and his gang in Chicago; also 
Ray Strawbridge in Boston and May Vander Pyi in Detroit to go back only four 
years. 


Fred Pinkerton and Bill Baring-Gould with thirteen others worked like mules to build 
@ program ... while the whole thing might be done much less painlessly by « pro- 
fessional headquarter’s staff, assisted by a small national committee well acquainted 
with the membership and the needs of the members. Ail types of members 
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The entertainment program is perhaps « logical chore of « local committee. Dick 
Mesener and his gang put on « professional show. The promotion committee also 
did a bangup job but their job too could be handled by headquarters with either a 
paid or voluntary advisory committee. Promotion depends on program and location. 


We heard nothing but praise for Marian Armstrong's (Time, Inc.) wive's entertain- 
ment committee. Florence Krakow told us she was absolutely flabbergasted. This 
was her first DMAA convention but she and Ray are seasoned convention-goers 
She has gotten to disbelieve all promotions listing wive's entertainment because 
most publicized plans fall through. But Marian and her gang carried through and 
overwhelmed the visiting wives with hospitality and sightseeing 


Other committees worked equally hard. Ed Hall on arrangements; Dick Tirk on ex- 
hibite; A.M. Sullivan on finance; Al Buchanan on public relations and Horace Nahm 

on co-sponsorships. All deserve praise but in the future these chores should 

be lightened . by the simple transition of throwing most of the load on a profession- 
al headquarter'’s staff. Otherwise it may be difficult to schedule a big convention to 

«@ certain suitable city when local DMAA members are unwilling or too few to carry 
the load. Also, « new setup may be necessary because darn few hotels are equipped 
to handle the DMAA meetings and exhibits and it may be necessary to go to places 
(such as large resorts) where there are no local workhorses available. 
Maybe this particular front porch scuttiebutt doesn't belong in The Reporter but 
I'm releasing it more or less a6 an open letter to the DMAA officers and boara of 
directors. if any of you readers have strong opinions I wish you would write to 
President Arthur Burdge and/or members of the board 


AN EVALUATION OF PROGRAMMING IS NEEDED: 


Second observation: As a result of conversating at the convention and since plus 
correspondence, | think there should be « new analysis or evaluation of prograrmming 
needs. Not only for the convention but all year-round education 


After reading all the speeches and transcripts and remembering those | was able to 
hear personally I don't blame some people for being confused. A DMAA conven- 
tion audience is « cormplex thing. It isn't like a Mutual Fund affair with every- 
one in the same business. DMAA crowds are made up of varying interests there's 
& sprinkling of mail order people, a liberal supply of fund raisers; many industrial 
and pharmaceutical advertisers. There are insurance people, agencymen, direct 

mail producers, list brokers, students, professors, miscellaneous business people of 
all types even lawyers and ministers. You can't fit them all into one pattern. ‘t's 
impossible 


WHO'S TALKING TO DIRECT MAIL ‘*PROS'"'? 


1 noticed that some of the speakers in their introduction apologized for appearing 
before ‘‘a group of pros in direct mail, like you people.’ That isn’t necessarily true 
The real ‘‘pros’’ are few and far between and even some of them are off base. I'd 
say that from 50% to 75% of the audience (like readers of The Reporter) are just 
hardworking business people (either mature or young newcomers) who want to learn 
how to do their jobs better. They don't want to be talked to as ‘‘pros." Vet's ed- 
ucate the speakers about the nature of their audience. Tell them, tov, to cut out 
boring introductory remarks 


The mail order session (64 pages of transcript) must have been « lot of fun for the 
real ‘‘pros’’ but it must have been confusing to the newcomers who wanted to learn 
something. Half of the time was consumed in arguing whether new lists should be 
checked with old to avoid duplications; the other half was spent on such terms as 
‘recency,’ ‘‘frequency’’ and “‘monetary’’ and how they applied to markup price on 


things sold by mail. No one could agree on anything as all had different problems 
I'm not scoffing the pros should get together and have « good time arguing 
but in some other session those coming up the ladder should get some understandable 


meat 
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CIRCLES & MARKET PLACE DESERVE FIRST-DAY BILLING: 


Several young fellows at their first DMAA conventicn asked me, '*Can't you do some - 
thing, Mr. Hoke, to get them to cut out the long-winded speeches (we can hear ‘em at 
the Ad Club) and give us more down-to-earth panels more and longer Circles of 
information and Market Place?"' The newcomers generally were disappointed that 
Circles and Market Place ran concurretly for only a few short hours on the last day 
Both belong on first day for they were intended originally to get people with similar 
interests acquainted and working together. It's too late as a convention windup. 


And the Circles in New York demonstrated again that COPY is the most importaat 
subject to most delegates. Those tables were jammed. Both Herb Buhrow (Circles) 
and Bob Dale (Market Piace) should be applauded for the way they lined up new 
counselors to man the tables. But next year let's have ‘erm earlier. Several 
suggested a permanent set-up running throughout convention 


DON'T FORGET BASIC FUNDAMENTALS: 


| heard other complaints. Some of the *‘pros'’ complained that the program staged 
by Charlie Morris and Sam Gold on better copy was too fundamental and kinder- 
gartenish. So what? The not-so-talented like the basic fundamentals, Others liked 
the brainstorming session, but thought it took too long to explain what would be 
atternpted and too little time was left for the actual throwing of ideas into the hopper 
The agency panel session was a good idea. Should be repeated. But with fewer 
speeches and more open discussion. Same applies to all the other departmentals 


WHY THE BUSY RUSH?: 


The biggest criticism | heard (the same one as in Chicago) the DMAA conven- 
tion program is too DAMN busy. The conscientious program and entertainment 
committees try to please everyone so they schedule something from early morn- 
ing until around midnight. There is little time for room bull sessions, quiet lobby 
talks, specialized group meetings. Everybody is pooped from too many speeches, 
too many meetings, too much hullabaloo. Everybody should know by now that the 
biggest take-home value in a convention is frorm meeting and talking with people of 
similar interests. 


Other associations have learned this lesson and have scheduled less BUSY programs. 
Sore have extended three-day conventions to four days with formal programs or 
panels in the morning only; afternoons free for either relaxation or for definitely 
scheduled small group meetings. Entertainment not too heavy more time for 
group enjoyment... but a continuous hospitality headquarters for newcomers. AFA 
will try such a program next year at the Fountainebleau in Miami Beach. Others 

have already done it with much success. 


YOUR OWN OBSERVATIONS CAN HELP: 


So, this is my second open letter to President Arthur Burdge and the officers and 
directors of the DMAA. I'm not crabbing for crabbing's sake. I'm reporting on 
observations given to me by others. New York (Oct. |, 2, 3) was a wonderful, lively 
convention by the standards of old patterns. But the future could be better if 
those in charge will re-evaluate the many divergent interests and try to build some - 


thing that will appeal to or satisfy all, at least part of the time 


If sorme of those young fellows who talked to me in New York (and whose names |! 
didn't note) will write their frank observations to me I promise to turn them 
over to the powers that be. 
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TOO BAD RED DEMBNER ... 


circulation promotion director of Newsweek, felt he had to retire as chairman of the 
DMAA lisison committee with the Department of Agriculture. He did such . wonder- 
ful job during the past two years in helping the Department increase percentage of 
return from the millions of questionnaires mailed during the year. Jack Flowers 

of the Department attended the N.Y. DMAA convention and was hoping for an equally 
capable replacement. Red had to step aside because of increased duties as president 
of the New York Hundred Million Club 


WE WERE SADDENED .. 


by the untimely death of Congressman Percy Priest of Tennessee. That makes two 
of our old congressional friends in one year .. . the other being Senator Harley 
Kilgore of West Virginia. Now it can be told. Those two, Priest in the House and 
Kilgore in the Senate, were our most helpful assistants during prewar and war years 
when we were trying to track down the tieups between Nazi propagandists and the 
free use of the congressional frank. The result was eventual disclosure .. . and 

the story ‘‘Black Mail."" Priest and Kilgore opened up their files and wastebaskets 
to me; helped me to understand the working system of handling reprints and mailings 
under the frank; gave me advice on who to see or what to trace. They were two of 
the hardest working and most patriotic public servants I've ever encountered. |'ll 
never forget them. 


SCOTCHING AN INCORRECT RUMOR. . 


During Circles of Information program at DMAA convention, | was told that the 
attorney for « big pharmaceutical house had advised his clients to keep all Florida 
names on their mailing list separate; and that they must report quantity of each 
mailing to Florida and unit cost per piece in order to pay proper tax on this adver - 
tising matter. | didn't believe it and questioned Roy Sheridan from P.O. Department. 
He was skeptical, but when he got back to Washington investigated .. . then sent me 
copy of Florida Statute (212.05 Florida Statutes, Revenue Act of 1949 as amended 
1955). To this layman, the law related only to the sale of tangible property (includ- 
ing printed material) within the State of Florida. Sol! called my old friend, Jack 
Dabney, formerly of Harris-Seybold, Cleveland, now administrative director of in- 
dustrial services, Florida Development Commission, Tallahassee. Told him | didn't 
like this rurmor about Florida trying to tax incomming direct mail from other states. 
He didn't like it either. He called back next day. Had obtained a ruling from Louis 
H. Tribble, attorney for the comptroller, that referred-to statute definitely does not 
cover advertising matter mailed into Florida from other states. It provides for - 
sales or use tax only for printing or advertising matter printed within the state. In 
other words, there was nothing to the rumor circulated at the convention. You don't 
have to keep Florida lists separate. You don't have to report to anyone. You don't 
have to pay a tax. 


A. 


O. DIETRICH, 


(sales promotion manager of Minneapolis-Honeywell Regulator Company, 2753 
Fourth Ave., Minneapolis 6, Minn.) comes up with a good idea . . . but I don't know 
how it can be worked. He read our report of the Toys of the World Club collapse 
in September Scuttlebutt. He was one of the 35,000 or more purchasers whose 
orders were unfulfilled. Mr. Dietrich believes the DMAA or someone should write 
a letter to all the 35,000 disgruntled customers and explain the situation something 
like we did in Scuttlebutt, trying thereby to regain their goodwill for direct mail. 
Mr. Dietrich even offers to process the letters for free on Honeywell equipment. 

If anyone is interested in the idea, get in touch with him. We are submitting his 
proposal to the DMAA. 
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THE PRINTED WORD 
LIGHTS THE WAY 


From men’s deeds emerge 


the printed words that keep the free world free. 


DRAFTING DECLARATION UNITED NATIONS 
OF CONSTITUTION OF INDEPENDENCE CHARTER 


MAGNA CARTA 


INTERNATIONAL PAPER 
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HUDSON GLOSS 


ae NOW BETTER THAN EVER IN 
UALITY AND PERFORMANCE 
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Brighter, higher gloss. Low cost, process coated paper for 


color work in catalogs, cook books, house organs, timetables, 


folders, booklets, broadsides. Excellent results on flat bed and 


rotary letterpress using 110-120 line screen halftones. 


50, 60, 70 Ib. Available through leading paper merchants. 


ADIRONDACK BOND 
ADIRONDACK LEDGER 
BEESWING MANIFOLD 
INTERNATIONAL DUPLICATOR PAPER 
INTERNATIONAL MIMEO SCRIPT 
printing papers hy International INTERNATIONAL TIi-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 
SPRINGHILL COLOR INDEX 
SPRINGHILL POST CARD 
SPRINGHILL WHITE and MANILA TAG 
SPRINGHILL VELLUM-BRISTOL 
TICONDEROGA OFFSET 
TICONDEROGA BOOK 
TICONDEROGA TEXT 
TICONDEROGA TEXT, Coverweight 
LOUISIANA COLORED TAG 
BRisTOL 
HUDSON BOOK 
HUDSON COVER, CIS 
HUDSON LABEL, CIS 
HUDSON LITHO, CIS 
CHAMPLAIN COVER, CIS 
CHAMPLAIN LABEL, CIS 
CHAMPLAIN LITHO, CIS 
EmPiRE BOOK 
WINN BOOK also CONVERTING PAPERS 


Other fine quality Mill Brand 


Printed by letterpress on 
Hudeon Gioss, Basis 70. 


Byternational 


FINE PAPER AND BLEACHED BOARD DIVISION 


New VYort 17, ¥ 


220 East 4204 Street, 
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ALL MAILERS should read carefully 
first ttem in Postal Bulletin of October 
11, 1956. Sealed parcels mailed at Third 
or Fourth Class rates will no longer 
require an endorsement authorizing open 
ing for postal inspection. Envelopes 
wrappers or other covers enclosing pub 
lications mailed at Second Class rates 
may now be sealed. Notice word “Parcel 
in Third Class They may be sealed 
without inspection authorization; but 
regular Third Class solicitation must still 
be mailed in easily-inspected, non-sealed 
covers. Of course, you should remember 
that any written matter enclosed with 
Second Third or Fourth class pieces 
should be paid for with added First Class 
postage for the written enclosure only 
The Post Office is really trying to make 
things simpler for all mailers 
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| THE POST OFFICE DEPARTMENT 
is testing a new idea in mail sorting. If 
it works in Dallas (where device was in 
vented) will probably spread to all 
parts of the country. Instead of the old 
backbreaking operation the postal 
clerk stands in the middle of a round 
revolving belt. He pulls parcels or pieces 
from the belt and tosses them into the 
appropriate sacks. We all hope it works 
in speeding up the mail 
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SELECTIVE LIST DEVELOPMENT 
is getting more and more attention. If 
you would like to see a booklet which 
covers the subject thoroughly, write to 
Milton S. Stevens (marketing research) 
14091 Northern Blvd., Manhasset, N. Y 
Ask him for his latest brochure titled 
Protile of a Market for Direct Mail 
Filorts ... A Study in Selective List 
Development. It's well worth reading 


eee 


WE CONTINUE TO BE AMAZED 
and delighted by the monthly mailings 
emanating from Bermingham & Prosser 
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We welcome your direct mail ideas and news items for this department. Send all material to 


Short Notes Deportment, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


Co. (paper merchants), 715 May St 
Kansas City § Mo We also heard 
numerous complimentary comments about 
their program during our September trip 
through the midwest. The BAP mailings 
consist of a wrap-around “Package of 
Ideas.” Inside is a well written and 
illustrated newsletter describing various 
phases of direct mail. Also included arc 
several specimens of actual pieces pro 
duced on papers handled by the company 
It is a fine job of direct mail education 
And further evidence that the newsletter 
format is gaming in popularity 


ANOTHER TRADE MAGAZINE 
has devoted considerable space to a 
feature on direct mail. The October 1956 
issue of The Parts Jobber magazine (pub 
lished by Parks Publishing Company, Inc 
$6 E. Walton PI., Chicago 11, IIL) carries 
on pages 27 to 34 eight continuous pages 
of questions and answers under the head 
ing How to Get More Business by 
Direct Mail Mal Parks’ editors did an 
outstanding job. Reprints available at 
25¢ each. Well worth getting 
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ir YOU ARE A’ TOTAL AB- 
STAINER ... you can now get a special 
non-drinker automobile insurance policy 
We enjoyed reading the form letter about 
it from J. J. Mallon, secretary of Pre 
ferred Risk Mutual Insurance Company 
with home office in Des Moines, lowa 
If any direct mail people qualify 
suggest you write for the informative 


folder 
— 
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IF YOU USE STOCK PHOTOS... 
you should have the jam-packed catalog 
published by Harold M. Lambert Studios 
2801 W. Cheltenham Ave., Philadelphia 
SO, Pa. Contains hundreds of scenes 
covering just about every subject from 
agriculture to zoological. The 90-pg. spiral 
bound catalog shows a library of avail 
able photos, and tells how they can be 


SERVICES 600 
INQUIRIES A WEEK, 
EASY AS A-B-C 


Big advertiser sends promotional literature 
to prospect; notifies branch office, local 
dealer, salesman; makes permanent record- 
card all with ene typing! Uses ‘Multiplex’ 
gummed address-labels, made in sets of 2 
to 5 sheets, 33 labels on a sheet, carbons 
already interleaved, ready for instant use 
Save time! 


BRIGHT TIP-ON 
BRIGHTENS RESPONSE 


Home Mutual Insurance gets whale of a 
response with this whale ‘Glimmick’ on their 
“whale-of-a-story” sales-letter. ‘Glimmicks’ 
come in many eye-catching die-cut shapes on 
bright metallic foils. Stick quick, without 
giue or moistening. Effective? You bet! 


WHICH OF THESE WOULD YOU LIKE? 
Clip coupon to letterhead and mail 
15 CASE STUDIES showing interesting 
uses of pressure sensitive labels 
THE “ABLE LABELER 4 times « year 
feeding you fresh 
ideas 
HISTORY OF LABELS — By Stanley C 
Hollander, PhO. Univ. of Minnesota 
C) INTERESTED IN DEMONSTRATION 


LEN 
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Mott Haven 5-1818 

New York City's largest speciaity label plant. 


There’s only 
One 


DICKIE- 
RAYMOND 


DIRECT ADVERTISING 
and 
SALES PROMOTION 
for 35 Years 


Planning 
Writing 
Production 


470 ATLANTIC AVENUE 
BOSTON 
225 PARK AVENUE 
NEW YORK 


Mail Advertising 
Corporation of America 


handles (on schedule) more 
truly selective® consumer name 
direct mail than any firm 
in the country. 


Investigate Powerful 
*Select-O-Nomic 
Advertising 
for your next... 
National 
Regional 
Neighborhood 
Advertising Program 


435 North La Salle St. 
Chicago 10, Illinois 
SUperior 7-3785 


obtained from Lambert .. . either direct 
or through their branch offices in New 
York, Chicago, Boston, Detroit or St 
Louis. Write to Lambert and ask for a 


copy 


| PRE-TESTING OF FOUR-COLOR 
MAILINGS becomes practical with a 
low-cost service being offered by Encore 
Litho, Inc., 52 E. 19th St., New York 
3, N.Y. With the Encore process, the 
high cost of making original color separa- 
tions from color art or transparencies is 
drastically reduced. Two color areas, 
for instance, can be produced by Encore 
for $150 meaning the whole test run 
might be produced for as little as $600 
to $700. Encore’s Marvin Hammerman 
reports that split runs of copy and color 
areas may also be had for the test, so that 
the best format, illustration, copy or 
other variables may be chosen for the 
big mailing. For full information on 
color tests of 5M to 20M, write to Marvin 
at the above address 


] FASHION: FAST is the name of a 
new publication designed to spot-check 
fast-moving trends in fashion. Published 
weekly in newsletter style, Fashion: Fast 
presents capsuled items by an editorial 
panel of 14 New York fashion experts. 
Editorial content digests coverage of New 
York and Paris openings, other fabric 
and fashion shows, market trends, etc 
The publication is being sold by mail to 
the fashion trade at $52 per year. Initial 
subscription letter was a beautiful job 
convincing, fast-reading and fashionable 
(processed on parchment). You can get 
a sample by writing to F: F at 23 E. 39th 
St.. New York 16, N.Y 


eee 


HERE IS ONE FOR THE BOOKS: 
Charles M. Fitzpatrick of The Cactus 
Gardens, P. O. Box |, Edinburg, Texas, 
sent us a letter he received from the 
Classified Advertising Dept. of the 
Phoenix (Arizona) Republic and Gazette. 
Charlie had sent the newspaper an order 
for advertising. After a thank-you open 
ing sentence, the next paragraph read 
“We regret to tell you that we shall be 
unable to accept the copy that you sent us 
for publication since it is of a mail order 
nature. We are sorry that we cannot be 
of service to you in this instance.” Has 
anyone ever heard of such a situation 
before? 


™ A GOOD COLLECTION LETTER 
IDEA comes from Union Pencil Co., Inc., 
385-387 Broadway, New York 13, N. Y. 
Union sends past due accounts a ball 
point pen, accompanied by a personally 
filled-in letter asking delinquents to “Join 
our Research Department. Test the en- 
closed pen take a blank check... 
fill in the date and our firm name... 
note the positive action of the retracting 
mechanism. FILL IN AMOUNT ($00.00) 
PAST DUE SINCE (date). See how 
smooth writing the ball point acts. Sign 
with our non-smear ink, press clip to 
retract. Keep the ball pen with our com- 
pliments.” Vice president Arthur Gross- 
man says results of this short collection 
device have been excellent 
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THIS UNIFORMED MESSENGER 
has become a “walking trademark” for 
Repass Letter Service, 29 S. Wabash Ave., 
Chicago 3, Ill. Soon after Repass decked 


out Henry Caster in formal attire, their 
smiling messenger built a solid reputation 
throughout Chicago as “The man from 
Repass.” He has, in fact, become a popu 
lar identifying symbol by which the 
lettershop is known. Customers stop him 
on busy Chicago streets to give him 
messages or tell him to come up to bring 
a job back to the shop. And it's not 
unusual for new Repass customers to 
comment: “Oh yes, we know you .. 
you have the messenger in uniform.” 
In short, Henry has become to Repass 
what Johnny is to Philip Morris. He 
plays the role to the hilt, and loves it 
eee 

MARION HARPER, JR., president of 
McCann-Erickson, Inc., 50 Rockefeller 
Plaza, New York 20, N. Y., was general 
chairman of the DMAA New York con- 
vention... and did a fine job. Mr 
Harper has been giving many speeches 
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Increase the attention value of any printed piece, 


and you automatically increase its sales power. 


Woodbine colored enamel does this at low cost 


with one press run — either letterpress or offset. 


Thirteen pleasing pastel colors — all styled and 
pre-tested by the famous color specialist, Faber 
Birren — provide a full selection of colors for 
every type of product, or service — for every 


season of the year. 


To increase the selling power of your folders, 
broadsides, booklets, catalogs, publication inserts, 


price lists or house magazines .. . 


PRINTED SPECIMENS 
THIS porTFOLIO OF 
write FOR 
DEMONSTRATING THE EFFECTIVENESS OF WOODBINE COLORED 
ENAMEL 


BO 
TH LETTERPRES< AND OFFSe 
T 


the APPLETON COATED PAPER COMPANY 


1250 N. MEADE STREET 
APPLETON, WISCONSIN 
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Auto-typist hits letter typing 
right on the button 


Push-button automatic typing is bringing automation to the handling 
of office correspondence. Now typists push buttons instead of keys, 
and Auto-typist machines take over and do the typing. They do it in 
marvelous fashion, too—turning out letters at 24% times the speed 
of the fastest typist — neat, erasure-free, error-free letters that are as 
personal as your signature. 

Well over half of general office correspondence is routine —or can 
be standardized. Sales letters, order acknowledgements, answers to 
inquiries, and collection letters are only a part of the correspondence 
that can be handled faster, easier, and more economically by Auto- 
typist. One typist can turn out 100-125 letters each day with an Auto- 
typist —3 to 4 times normal manual typing output. 

How Auto-typist works — Precomposed letters and paragraphs are 
perforated on a wide paper roll. This perforated roll operates the 
typewriter keys. As much as 250 lines of copy can be stored on one 
roll. Twenty to thirty complete letters can be prepared, or a series 
of paragraphs which can be combined to make up dozens of letters. 

Salutations are manually typed. Then, by pushing the button or 
buttons that correspond to the letter or paragraphs desired, Auto- 
typist automatically picks out the letter wanted, or assembles the 
paragraphs in the order desired, and types each word as if it had 
been done by hand, Manual insertions of personal or variable data 
can be made in any part of the letter 

Present users include banks, manufacturers, insurance companies, 
hotels, publishers, retailers, fund raisers. Applications range from 
general correspondence typing to specialized uses such as new ac- 
count promotional letters. The complete story is yours for the asking. 
Just write us on your letterhead. 


AMERICAN AUTOMATIC TYPEWRITER CO., 2323 N. PULASK! RD., CHICAGO 99, ILL. 
MANUFACTURERS OF AUTO-TYPIST, COPY-TYPIST AND CABLE-TYPIST 


around the country outlining his 1! basi 
principles for effective advertising. Re 
cently the company produced these 1! 
principles in booklet form with «ac 
companying illustrations. If you would 
like to have a copy for your library 
write to Mr. Harper at MceCann-Erickson 
and ask for the booklet: Creativity 

The Power Behind Successful Advertising. 


— 
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THE UNIVERSITY OF WISCON- 
SIN’S Industrial Management Institute 
has just completed a successful three-day 
Direct Mail Workshop on their Madison 
campus. Topics covered during Oct. W 
to Nov. | sessions included: Psychology 
of Planning, Fundamentals of Copy, 
Taking Guesswork Out of Lists, Evalu 
ating Results, Case Study Results, etc 
Crackerjack instructors who helped make 
the workshop click were Hugh W. Sar 
gent, University of Illinois instructor: 
Victor W. Lomax, George R. Bryant Co 
exec.; George Collins, Encyclopaedia 
Britannica's mail order director: Orville 
(Bus) Reed, copy expert: and Paul J 
Bringe, Milwaukee Dustless Brush Co 
sales manager. (Reed and Bringe are 
also Reporter columnists) 


CONGRATULATIONS FOR CON- 
FINUITY are in order for Leo Bott, Jr 
(advertising), 64 FE. Jackson Bivd., Chi 
cago 4, Ill, and one of his clients, the 
Fulton-Wassell Paper Co., Little Rock 
Ark. Last month marked the 30th straight 
year in a program of sales letters Leo has 
been preparing every month for Fulton 
Wassel. It's been reported that the string 
of 360 letters in a row is a world’s record 
for continuity According to Leo, the 
moral is Don't get disheartened by 
wondering how you can prepare more 
than two or three letters to sell a product 


or service 


eee 


OUR COLUMNIST, PETER SHL- 
GART, has finally taken “the long plunge 
into the entreprenurial swimming pool.’ 
This in simple language means he will 
no longer be an advertising manager for 
one company but will devote his efforts 
to creative direct mail counseling. It 
was announced on September 14 that 
Peter L. Shugart has now become presi- 
dent of New Era Direct Advertising 
Company, which will be a subsidiary of 
Krupp’s Advertisers Mailing Service, 
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with headquarters in their new building 
at 2390 W. Pico Bivd.. Los Angeles 6 
Calif. The announcement itself was a 
pop-up die-cutter’s dream. Suegest you 
write to him for a copy 


CORONET MAGAZINE now 
making a strong bid for mail order ad- 
vertising. October issue premiered the 
Coronet Family Shopper section, a six 
page spread featuring a wide variety of 
m.o. products. First installment of the 
new monthly department contained 4§ 
editortal-type ads. With ad size restricted 
to | column x | inch, visual appearance 
and readership potential of the section 
comes across well in this popular pocket 
magazine. The Family Shopper section 
is mostly the brainchild of Coronet’s Irv 
Silverman, Dick Wanderer and Marvin 
Labiner. You can contact them at 488 
Madison Ave.. New York, N.Y. for 


more info 
— 
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MAIL ORDER SALES to forcien 
markets are on the increase. Typical of 
several large mail order houses stepping 
up international sales activity is National 
Bellas Hess, Inc., Kansas City. President 
George Marks reports his firm has seen 
a steady imcrease in volume from foreign 
customers this year as a result of greater 
catalog circulation. More than 100,000 
National Bellas Hess catalogs were sent 
fo customers this fall in 35 foreign coun 
tries. Orders from these catalogs are 
averaging 1,000 a month. White goods 
such as sheets pillowcases towelling, etc 
are most popular items with customers 
m Liberia, India, Japan, Siam and other 
distant points, says Mr Marks 


ove 


STEAKS BY MAIL ix « new addition 
to the items being sold by mail order 
You can read all about it in the Gift 
Guide issued by Pfaelzer Brothers, Inc 
Stock Yards, Chicago 9 If 
Illustrations of the variou available 
packages are mouthwatering. Seems like 
a lot of sales managers and other execu 
tives find thes« packages ideal ifts tor 
customers or for prizes in sales incentive 
programs. Shipments are made prepaid 
direct from the Pfaelzer plant all 
ready for the home freezer. These Pfael 
ver steaks are not available in any store 
timer Wheeler tied in with the steak 
promotion at a recent Sales Executive 
convention His famous home study 
course on Sizziemanship was displayed 


in a convention booth. Elmer displayed 
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“Bunn Tying Machines save time 


...-when the need is greatest’”’ 


says Louis A. Weicker, Executive Vice-President, 
Commerce Clearing House, Inc., Chicago, Illinois 


“One of the key operations in this business, coming at the time 
when train schedules must be met, is bundling and tying our tax 
and business law Reports,” says Mr. Weicker. “Every day thousands 
of loose leaf Reports on new tax and business law developments 
must be assembled and tied into bundles to meet post office require- 
ments and help get them to our subscribers quickly 


“Bunn Package Tying Machines save us time 


by tying these 


thousands of Reports ten times faster than hand tying.’ 

Here's how Bunn Tying Machines can save you time and money: 
Faster tying: In most cases, a wrap and tie can be made in 12 sec- 
onds or less. Each wrap of the twine is tension-controlled can't 
cut into envelopes or packages 

Automatic adjustment; Whether its 5 or 50 envelopes or 500 


each wrap is made in the same speedy time 


changes 


without manual 


Slip-proof knot: Postmasters everywhere approve the exclusive Bunn 


wrap and knot 


can't come undone even with rough handling 


Simple operation: Inexperienced operators become experts in a very 
few minutes. Operation is fatigue-less and completely safe 


GET THE 


WHOLE STORY 


Send today for 
this fact-pockhed 
booklet, which 
illustrotes the 


mony advantages 


of Bunn Tying 
Machines 
Or let Bunn 
Tying Engineer 
show you 
No ebligetion. 


BUNN 


B. H. BUNN CO., 7605 Vincennes Ave., Dept. RD-116, Chicago 20, ill 


Export Department: 10406 South Western Ave, Chicago 43, Il 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., dep: 20115 
7605 Vincennes Ave., Chicago 20, ill. 


() Please send me oa copy of your free booklet. 


(} Please have a Bunn Tying Engineer contact me 


Nome 


Cc 


7 


Addrew 


City Lone State 
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PACKAGE 
TYING 
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CCORDING to the October 12 issue 
A of U. S. News & World Report, 
“The worst drought in living memory, 
far more widespread than the Dust 
Bow! of the 1930's, is searing the 
Great Plains and the vast cattle 
ranges of the Southwest.” 

Located near this parched area is 
Danuser Machine Company, Fulton, 
Missouri, manufacturer of farm 
equipment suc h as the Danuser Post 
Hole Digger, All Purpose Blade and 


Danuser Machine Co., Fulton, Mo. Manufactures farm equipment, sold through 
1,356 dealers . . . mostly in areas that have been hit hard by severe drought 
conditions. But Donuser’s unusual sales promotion manager has “a way” with 
letters. His off-beat efforts have done wonders for Danuser . . . and led them to 

a 1956 DMAA “Direct Mail Leaders” award. Here's how . . . 


Post Driver. These farm tractor at- 
tachments are marketed through 1,356 
Kansas, Missouri, Arkansas and 
Oklahoma dealers. This year, scores 
of their have been 
plagued by crop crippling drought. 
It has been so bad, in fact, that the 
government declared “disaster areas” 
spreading throughout more than 600 
counties in 14 states . . 


best customers 


. including a 
prime segment of Danuser’s equip- 
ment market. 
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“FINKIE’S” CARTOON LETTERS KEEP SALES UP... 
IN A MARKET DOWNED BY DROUGHT DISASTER 


A Campaign Review by Dudley Lufkin, Field Ediror 


Furthermore, The Wall Street Jour- 
nal reports the farm equipment in- 
dustry as a whole is down more than 
20°. this year. 

Now chances are, Danuser’s sales 
this year might have compared with 
but they 
don't. With the help of an unusually 


this downgraded figure . . . 


creative sales promotion manager's 
direct mail campaign this manufac- 


turer was able to hold more than its 
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own during the dry belt economic 
slump. 

The sales promotion manager is 
M. W. Finkenbinder, this month's 
Reporter cover subject. The fact that 
Mr. Finkenbinder is known best as 
merely “Finkie” is one good indica- 
tion why his direct mail efforts are 
successful—he has a natural prowess 
for “getting personal” with all his 
prospects. To Danuser’s dealers, 
“Finkie” is a distinct name and un- 
usual personality (profiled in this is- 
sue’s Cover Story on page 5). 

By skillfully linking this personal- 
ity to Post Hole Diggers, All Pur- 


pose Blades, Post Drivers, etc., “Fin- 
kie’s” lively mailings not only won 
action from dealers . . . but also a 


1956 DMAA “Direct Mail Leaders” 
award for best Farm Machinery cam- 
paign of the year 

“Finkie’s” greatest skill is on the 
end of colored pem ils ° where he 
exclusively dolls up his personal let- 
ters with cockeyed cartoons to dram- 
atize their content. Even when his 
cartooned letters pour out of the com- 
pany s multilith, they seem to lose 
very little personal flavor in the quan- 
tity translation ... because “Finkie” 


MOVEMBER, 1956 


Y 
te 
£ 
/ - 
\ 
“Te 
POLL ag PRopy from, Your today tom by lente 
any we CING the Me ot 
Your We stions Ma want to loon OM, * tor buy Z 
y furme Fin, ™ to on “Id be Hn, 
\ \ b/ Bon 
Per, 
A ; 


Psst! Get an AdverKit! 


Plan colorful campaigns from an ideo- 
pocked portfolio of over 100 direct mail 
so 

Create action-getting, best-of -industry 
mailing pieces from « new selection of 
jumbe Cards, Flash Bulletins, Cortoon 
Letterheads, Eye-Stopper Enve'epes, and 
Gimmick Mailings 

All AdverKit items created ond pre-printed 
by American Mail Advertising. Your sales 
message easily added using any office 
duplicator 


Write for Free Catalog on Letterhead 


AMERICAN MAIL ADVERTISING 


CORPORATED 
610 Mewhury Street, Boston 15, Moss. 


COmmenweaith 6.7540 


ADDRESSING 
MACHINES 


offer you the only competition 


yeu can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book The Elliott 
Addressing Machine Co., 
127 Albany St.. 


39, Mass. 


write to 


Cambridge 


ur cooperation an« 


rder bianke for your men whenever 


rece 


We SHALL COVES THE TESBITOST. 


be re 


they mec With their help 


Soles Fink hind 


| typewriter typography by double striking im- 


portant heodlines off-center for bold emphasis. His heedlines and cartooned signature ore 


“Pinkie” trademarks . 


is equally talented at writing home- 
spun, me-to-you copy, 

It was this application of shirt- 
sleeve cartoons and copy simply pre- 
sented in a two-section campaign, that 
won the nod from DMAA contest 
judges. The first section of Danuser’s 
entry portfolio showed a series of 
twelve monthly letters directed to 
their 1.356 Southwest dealers. These 
“Pinkie” -created contacts hit on a 
wide variety of illustrated themes. 
building Danuser’s reputation and 
friendliness; instructing and inform. 
ing: and ultimately selling Danuser 


equipment to dealers. For example: 


@ August and September are County Fair 
months in this dealer territory. A cartooned 
letter offering a special dealer discount, 
and a trained Danuser representative “to 
personally assist you with your fair ex 
hibit” resulted in 28 sales 

@ Kural clubs and organizations pick up 
their regular meetings in the Fall. A letter 
told dealers how to “increase your profit 
picture and add a 
Konus by arranging to include a showing 
of ‘Digging Holes Sitting Down’ (a Danuser 
Dealer 
humerous 


wheppin” goodwill 


film) inte your sales program.” 
arranged club showings wet 
@An illustrated barber's pole was the 
theme of a letter te get dealers to mer 
chandise Danuser equipment through show 
decals, catalogs 
Finkie’s” copy 


lloor displays window 
post card mailings, et« 


gan 


(ood morning Dealer 

Here's something to think about We hear 
this queted frequently you manufacture 
the Best Looking, Best Operating piece of 
equipment | have ever seen, but there is 
nme call ter i 

Hlow long has u been since someone stopped 
at your place and called tor a haircut’ it 
is doubtful that you ever experienced such 
request 

What do you suppose would happen if you 
were to install a barber pole right in front 
of your door’ 

We realize it not possible for every dealer 
te eet Danuser Post Driver, a Danuser 
Post Hole Digger of a Danuser All Pur 
Blade by hi» front door but you can 
vesualize the increased selling possibilities 


flor these whe da, ete 


Section two of the Danuser cam- 
paign included letters sent regularly 
to assist Danuser distributors in other 


areas throughout U.S. and Canada 


giving Danuser sales letters popular personal identity 


with their sales promotion. Also in 
cluded were letters sent to specifi 
groups college exper 
iment stations, ete.!, and special let- 
ters to TV stations with farm pro- 
grams. All of these were illustrated in 
the same personal “Finkie” style as 
the dealer mailings. 

The sample letters shown on pages 
18-19 will give you a better idea of 


(associations. 


how Danuser’s versatile sales promo- 
tion manager established a popular 
identity with his clever cartoons and 
convineing copy. An added symbolic 
touch was the Finkenbinder signature 
(a whimsical self-portrait always 
“Finkie” trademark). and 
“Finkie’s” special typewriter typog 
raphy (double striking the capital 
letter for an unusual headline effect.) 

The overall success of this award 
winning campaign can be attributed 
to M. W.. Finkenbinder’s common 
sales sense, keen eve for the visual 
flair for the dramatic and care 
free aetise of humor. 

Perhaps it is this last human ele 
ment that has been most responsible 
for making “Finkie™ 


Danuser dealers. It's easy to see how 


used as the 


popular with 


dealers econo ally pressed by 
ious drought conditions might wel 
chuckle 


cartoons 


come the or two tound tn 


“Finkie’s” 


look to his Danuser copy for a pos 


then seriously 


sible Income answer 


“Pinkie” 


studying what he calls “more pro 


himself saves that after 


fessional approac hes he sometimes 


feels “we are a bit too “corny It 
so, the direct mail kernels were hig 
enough to produce sales in drought 
stricken areas that were 
ly the same “to the dollar” as 


vear And with the rest of the in 


almost exact 


dustry in a more than 20°, decline 
many farm equipment manulacturers 
with “professional approaches” prob 
ably wished they had planted the 
sane type of “corn bene aun 
cultivated by humor and human pet 
“Finkie'’s” crop turned inte 


abbage.” @ 


sonality, 


coveted 
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HAMMERMILL UNLOCKS THE SECRETS OF HARDWOOD 


... exclusive Neutracel pulp makes Hammermill Bond better than ever 


Modern printing presses and new office equipment have 


created the need for mprove 1 paper q ialities, best 


i blend of pulps. To meet this need, the 
intless attempts to unlock 


»btained from 


fine paper industry has made co 


the special papermaking qualities that nature grows in 


iwoods. Now Hammermill has found the key, 


northern har 


in the exclusive process that produces Neutrace!l ™ pulp 


Neutracel pulp imparts a clearer, more attractive for 


mation, a smoother, more velvety surface to Hammermiull 


Bond and other Hammermil! papers. And, Neutracel 
lends increased visual and printing opacity to minimize 


‘‘show-through"’, plus greater bulk to make business letters 


more impressive 


Last year, installation of the Hammermill-invented 


centricleaners gave Hammermill Bond new, outstanding 
cleanliness. Now, with Neutracel, Hammermill takes a 
$6,000,000 step forward to bring you Hammermill papers 
look better 


that 1 print better 2) type better ; 


Hammermill Paper Company, Erie 6, Pennsylvania 


BOND 


with Neutracel's finer fibers, costs no more 
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CANARY 


WHY HAMMERMILL COVER 
GETS READERS INSIDE 


For covers that really beckon to the 

reader, choose Hammermill Cover. 

Hammermill Cover now contains 

Neutracel*® pulp—an exclusive 

= Hammermill development that 

j brings the best qualities of hard- 
woods to fine papers. 

Hammermill Cover with Neutracel 
has greater bulk to give it that important “feel” that says 
“QUALITY.” And the more level surface obtained with 
Neutracel gives extra sparkle to illustrations, solids, type 
whatever you print—letterpress or offset. 

Strong, virgin fibers enable Hammermil! Cover to take 
beautiful embossing to make your covers extra glamorous. 
You have your choice of 8 attractive colors and standard 
white shown at left. And there’s a fluorescent bright white 
available at slight extra cost for special effects printing. 


Remember, for a cover job, there's no paper like a good cover paper 


COVER : 


WHITE Manufactured by 


HAMMERMILE PAPER COMPANY, ERIE, PENNSYLVANIA 


GREY 


Lithographed on Hammermill Cover, Substance 50, Antique finish 
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SELLING THE 


IS FASTER... 


EYE 


Reporter's Note: As a sequel to the Finkin- 


binder story 
“Curtis Courier,” 


read this item from the 
him. of Curtis 1000, Hert- 


ford, Connecticut. We agree with editor Tom 


Dreier on importance of * 


‘selling the eye.” 


\. McDermip 


wns A, 
gives any kind of a talk, even 


one over a luncheon table, he uses a 


pencil and makes draw 
to groups, whenever 
he'll use a blackboard 
ofl paper. 

This habit he starte« 
with the National Cash 
pany. Old John H. P 
let his salesmen forget 
faster 
as to say that the ey 
faster than the ear. S« 


ings. For talks 
it is possible. 
or big sheets 


i when he was 
Register Com- 
alterson never 
that the eve is 


than the ear. He went so far 


e is 22 times 
» if you want 


your prospect to get your sales points, 
put them on paper where he can see 


them. 
If you have some ski 
draw pictures. After y 


your prospect will re 


Il at sketching. 
ou have gone 


member what 


he has seen and may forget what he 


has heard 
At the University 
Dr. Ralph Nichols and 


examined the listening 


of Minnesota, 
his iates 
ability of sev- 


eral thousand students and many busi- 


ness and 
people listened to shor 
ulty members and were 
to see how much was 

Dr. Nichols has con 
clusion: Lmmediately 
age person has listene 
talk. he remembers ot 
of what he has hear 
how carefully he thoug 

All this supports the 
favor of the right kind 
advertising. That kind 
repeats over and over ¢ 


sage that the salesman 


professional 


men. These 
t talks by fae- 
then examined 
emembered. 
w to this con- 
the aver 
d to someone 
ily about half 
d-—-no matter 
ht he listened. 
argument in 
of direct mail 
of advertising 
the mes 
may be able 


to deliver no more than once. The 


recipient may toss one 
of the advertising pi 
wastebasket without 


after another 
eces into his 


pay ing much 


attention, but the cumulative effect 


on his mind is greater 
The Law of | 


its own magic. @ 


suspect 
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selling empty space— 
by direct mail 


Good distribution, key to the hustling American econo- 
my, makes empty warehouse space a vitally needed 


“product” 


To keep prospects posted on the benefits of public ware- 
housing and to turn them into customers, Miller Ware- 
housing Corp., Little Falls, N. Y., uses direct mail 
created by Hickey Murphy Division of James Gray, Inc 


Hickey Murphy énows warehousing . . . knows the 
people who need warchousing . . . and knows how to 
create and produce effective, convincing direct mail . . . 


from copy draft to finished piece. 


No matter what your product or service, Hickey Murphy 
creative service may help you do a better selling job. 
Send for your free copy of How To Put Action Into 
Your Direct Mail—and ask to see the case history file. 


216 East 45th Street 


HICKEY MURPHY 


New York 17, N. Y. 


MUrray Hill 2-9000 


SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
ah PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 

There is an ALL-PURPOSE PAK TYER for every ap 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment, 4 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 


PRICES NOW, 
FELIN TYING MACHINE CO. 


Se 
Milwaukee 16. Wie 


- 
? Sy 
x 
< 
; 
Mr, 
JAMES GRAY INC. 
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eT ME BEGIN by stating that I 
L am no direct mail expert, | 
know very little about copy, layout, 
lists, ete. | am fairly well versed, 
however, on the subjects of cost con- 
recovery ol costs expended 
in direct mail promotion and how 
long it takes... percentage figures 
relating to pulling power of renewal 
notices .. . and what percentage of 
new subscribers stay with you longer 
than the first year. 

My organization is a pseudo-trade 
association whose principal purpose 
is to asset, through the medium of 
public relations, the railroad industry 
in earning a fairer percentage on its 
investment. | use the word “pseudo” 
because our membership is made up 
of individuals and corporations of 
all types who have a stake in the 
industry whether they produce steel 
of plastic s, mine coal or brew beer. 

One of our principal sources of 
strength, both numerically and finan 


MIKIES-BREAK 


EAK-EVEN 
RIPTIONS) 


In 1951, we mailed approximately 
200,000 pieces of mail at a cost of 
$20,000. We received 6,000 new sub- 
seribers at $3,00 per subscription. 
These subscriptions when received 
were coded on addressograph plates 
by type of list used, month and year 
subscription started and ended. A 
°x744" card was then imprinted 
from the plates. The cards were 
filed by month received and kept 
separate from old subscribers. The 
following year when the 6000 new 
subscriptions were due for renewal, 
notices were mailed according to our 
regular schedule. When a subscriber 
renewed, the addressograph plate was 
coded to show new expiration date 
and the old card was removed and 
a new card was filed in renewal sec- 
tion according to first, second, ete. 
renewal notice which brought in the 
check. Cancellations received were 


by William Merriam, Vice President 


Federation of Railway Progress, Washington, D.C 


filed separately and at the end of the 
renewal series were interfiled with 
expires, counted and placed in a 
former subscriber file. This same 
procedure was continued for the next 
year, the next, ete. until we knew 
exactly how many new subscribers 
renew, how many second-year sub- 
scribers renew, etc. 

In February, 1951, we received 
835 new members from List T-1; 670 
in March and 460 in April. Of the 
835 new received in February, 450 
were renewed after the first year. Of 
these 450, 261 stayed in 1953. The 
number renewing each succeeding 
year is shown below together with 
expires and cancellations for the four 
year period. Although the figures 
here represented only a third of the 
mailing, the two other lists used 
showed almost the same percentage 


of return for each year. & 


cially, is a 48-page monthly magazine RENEWALS 1952-1955 
carrying no advertising and whose ——— — 
CAN- 
is in the neighborhood of DATE NEW 1952-1953 PRED «CCELLED 
Because of a limited budget (fa Feb 635 450 28) 181 128 643 64 707 
" . oun March 670 307 176 15 90 489 9) 580 
to prove April 440 140 10 303 99 392 
oard that any monies expen ed to Totals 1.965 1.023 617 406 286 1.435 244 1679 


obtain new subscribers had to find 
its way back into the treasury within 
a reasonable length of time, 


Percent 
Renewal 52% 


60% 65% 70% 


In addition to the above informa 
eporters ° you w e on- cords are 
° as he wes elected OMAA’s first official Chairman of the Boord an idea of the pulling power of each 
under the new Constitution. For those of you whe should know renewal notice. These, of course, are 
him better, Bill Merriam is public relotions director for the Federo- not entirely accurate because a sec- 
tien of Railway Progress, Washington, D. C. One of the association's 
public relations vehicles is the monthly magazine Railway Progress, 
with « circulation close te 25,000. Part of Bill's. job is to keep @ close tab on cost control, 
recovery of promotion costs, etc. For the past several yeors he hes made @ careful 
analysis of percentage figures relating te pulling power of renewals, etc. Results of desk for weeks. The next figures 
his study are explained in this article . . . and con help any moiler looking for a way 
te measure the “break-even” point 


ond or third notice might well serve 
as an incentive to return the first 


notice which had been lying on a 


explain by notice how the 835 per- 


sons from List T-1 due in February. 
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1952, came in together with the per- 


centage renewing by notice: oy 


Before getting to the meat of this 
study, | would like to mention that 
hecause we code the list source, we 
are able to learn which list contained 


the names that stayed with us for 
more than one year. The reasons 
for new subscribers from a_ parti- 
cular list not staying with us for 


more than one year are academic in 
this particular However, | 
feel it is good information to have 
when you are considering what lists 
to rent for future campaigns. 

Now let's get down to brass tacks 
and prove that the cost $20,000 of 
members plus 


study. 


obtaining 6000 new 
renewal and fulfillment costs can be 
entirely recouped within three years. 
In determining renewal costs, post- 
age, cost of notices and miscellaneous 
enclosures Fulfill- 
ment costs include the printing of 
the magazine, postage for same and 
cost of mailing. No overhead, only 
out of pocket costs, are included on 
the assumption that the magazine is 
a separate entity and that the Fed- 
eration would function as heretofore 
without the magazine. Railway Prog- 
ress is but one of the many services 
to our members. The bulk of 
income comes from other sources 


were ¢ onsidered. 


RENEWALS RECEIVED BY NOTICE NUMBER 


DATE 

RECEIVED 2 
Jan., 1952 180 40 
Feb 255 51 
Mar 260 60 
Apr 275 64 
May 275 64 
lst Notice Mailed 12-20-51 
2nd Notice Mailed 1-15.52 
3rd Notice Mailed 2. 1.52 
4th Notice Mailed 2-15-52 
5th Notice Mailed 2-29.52 
6th Notice Mailed 3.31.52 


3 4 5 6 TOTAL 

220 

306 
25 17 362 
4) 30 20 430 
4) 32 27 W 450 
Number 835 Renewals 275 33% 
Number 650 Renewals 64 10% 
Number 549 Renewals 4) 7% 
Number 437 Renewals 32 Wh 
Number 332 Renewals 27 8% 
Number 300 Renewals 


Renewal Gross 
No Rate Revenue 
1951 6,000 $18,000 
1952 3,000 50% 9,000 
1953 1,800 60% 5,400 
1954 1,170 65% 3,510 
1955 820 70% 2,460 


Cost of Net Cost Cumvlotive 
Acquisition Subscription of Ful- Net 

Renewal Revenve  fillment Revenve 
$20,000 )} 2,000 5,430 7,430 
648 6,352 27,850 1,928 
420 4,980 1,710 + 1,342 
300 3,210 1,112 + 3,440 
220 2,240 780 + 4,900 


Thus, with a $3.00 unit of sale. 
the Federation was able to show a 
net profit of $1,342 at the end of the 
third year. Whether 
the same depends, of course, on ful- 
fillment the 
ceived subscription 


others can do 


costs and amount re- 
for a Others 
might take five years to recoup pro- 
motion and fulfillment There 
is no reason why mail order houses 
who solicit 
determine 

Even 
members and renewals by 


costs 


cannot 
point. 
new 


repeat business 
their break-even 
associations who solicit 
mail can 


use the above table as a guide if 


they know their fulfillment and aec- 

Cost of 

Gross Acquiring or 

No Revenve Renewing 
Ist yeor 1,000 $3,000 $3,000 
2nd year 500 1,500 180 
New 500 1,500 1,500 
1,000 3,000 1 680 
3rd year 550 1,650 180 
New 450 1,350 1,350 
1,000 3,000 1,530 
4th yeor 570 1,710 180 
New 430 1,290 1,290 
1,000 3,000 1470 
5th year 590 1.770 180 
New 410 1,230 1,230 


$1410 
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quisition cost. 

We have shown that a profit can 
be made at the end of the third year 
based on 6000 new subscribers. If 
you are faced with the problem, as 
we were, of maintaining at least a 
stable circulation, you can acquire 
sufficient new subscriptions on the 
dollar-spent, dollar-received basis to 
replace those lost the first year, sec 
(based on the same renewal 
figures used above) and begin 
to break even in the fourth year. The 
following table on a pet thousand 
basis bears me out and can be used 


in multiples of a thousand: 


Net Cost of Net Cumulative 
Sub Revenve Net 
Rev fillment by yeor Revenue 
$950 «$950 950 

1,320 475 845 

475 475 
1,320 950 370 580 
1,470 520 950 

430 430 
1470 950 520 60 
1,530 540 970 

410 410 
1,530 950 560 500 
1,590 560 1,030 

390 309 


To clarify the figures a bit, 50% 
of 1000 renew the first year (or 500), 
We therefore need 500 new to bring 
us back to 1000. In determining the 
third year renewal figure, we took 
5067 of the 500 new we acquired the 
250) and 60% of 
who renewed the second 
300). Thus in the fourth 
950 renewals... 


second year (or 
the 
year (or 
year we can expect 
making it necessary to go after 450 
new subscriptions the third year and 
until you hit the break-even 


point. 

In summary the Federation, 
by using these tables, has found out; 


@ Acquisition costs plus servicing 
subscribers can be recouped in the 
third year 

» The pulling power of its renewal 
nNolices . hu h helped us lo dee ide 
the pout of no return 

@ Which rented lists, although pull. 
ling well in the initial effort, Jailed to 
justify their purchase over the long 


pull 


@ Jo maintain subscription figures 
at a certain figure is costly until the 
fourth year when a small profit 


begins to show up. 


% 
q 
~ 
1,000 $3,000 $1,590 $950 $ 640 $1,140 
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FOR SALES PROMOTION THAT 
REALLY PROMOTES SALES 


call ar write ta... 


AHREND 


CATES, INC. 


madison 


new york 22, n.y. 


Shop Owners 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. 


Write: 
MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Hghy. 
Detroit 35, Michigan 


Progress Report On The 
Foundation For Direct Mail 


M aNy oF you will remember read- 
ing in the September conven 
tion issue of The Reporter, two in- 
dependently written articles calling 
for a Direct Mail Foundation 

one by Francis (Andy) Andrews, 
President. American Mail Advertis- 
ing, Boston the other by David 
L. Harrington, Chairman of — the 
Board, The Reuben H. Donnelley 
Corporation, Chicago. 

Re-read They you 
much of the current thinking about 
the need for a separate organization 
a broad public relations 
American business and 


them 


to foster 
program to 
the consuming public. Andy Andrews 
set forth an ambitious, but not im- 
possible, plan of action There was 
much talk about it at recent DMAA 
York. Several 
companies, 


Convention in New 
paper mills, envelope 
printers and lettershops expressed in- 
terest in getting started immediately. 

Dave Harrington's call for a foun- 
dation was made at the 55th Annual 
Convention of the Mail Advertising 
Service Association in August, Our 
September report carried the high- 
lights of his ideas. Following the 
MASA Convention, Lou Fink, MASA 
Int'l President, and head of Fink ad- 
vertising, Baltimore, and Max Lloyd, 
Executive Secretary of MASA Inter- 
national, picked up the ball, asked 
Dave Harrington to accept the honor- 
ary chairmanship, and set a date for a 
preliminary organizing meeting. 

That first meeting is now history. 
Was held on October 18th in the 
new headquarters of R. H. 
on the 25th floor of 
Prudential Building. 
an eleven man task 
to blueprint a 


swank, 
Donnelley 
Chicago's new 
For three hours, 
force committee met 
practical launching of a foundation, 
broad 


objectives, onsider 


and give the 


dine Uses 
ultimate dollar goals, 
foundation a name 
be no doubt in anyone's mind that 
the time is now to meld all segments 


of direct mail producers and sup- 


There seemed to 


pliers into a gigantic effort. 

The new organization will be: The 
Foundation For The Advancement of 
Direct Mail Advertising, Ine. As this 
is written, the legal steps necessary to 
in final stages. The 
foundation will be non-profit. Pur 
both the 


pose to educ ale business 
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community and the public at large to 
the value of direct mail advertising. 
many thoughts 
pressed as to how to pro eed 
where to start . who should head 
it. One point was clear. . . that those 
present were merely interested parties 


There were 


in seeing a good thing started. that 
those present would not be part of 
the permanent set-up.” It should also 
be clear, that no single association 
will dominate this new set-up. This 
is a total industry cooperative effort. 
It was resolved that The Foundation’s 
launching would be a two-stage affair: 


1. Raise $75,000 from 10-20 keenly inter 
ested direct mail producers and suppliers 
This is to be a preliminary fund which will 
make possible the final development of an 
active organization 

A. M Andersen, Executive VP of 
K. H. Donnelley, Chicago, pledged $7500 
Pete” Hoke, Publisher of The Reporter 
of Direct Mail, was asked to take on the 
job of raising the additional $67,500. Once 
this is accomplished, the permanent or 
ganization will proceed to 


2. Set up procedures and mechanics of 
achieving foundation goal of $750,000 to 
$1,000,000 a year. This money, or possibly 
the interest from ut, will be earmarked for 
research and public relations. Money will 
be ited on formula invelving a 
percent of sales 


This reporter is very hopeful. For 
the first time in history, direct mail 
will have a well-heeled, educational 
force, with important money to carry 
on, supplement and augment the fine 
research work started by Leonard 
Raymond, Ed Mayer. The Polks and 
The Donnelleys. With 
climate, it is inevitable that the in 
dustry will show substantial growth 
With this improved climate, DMAA 
membership will climb to unbeliey 
all of the graphic arts 


an improved 


able heights, 
will hit sales goals here-to-fore only 
dreamed of, and Mr. and Mrs. Con- 
sumer will have a better understand 
ing and receptivity to improved sales 
messages from American 


Will keep you posted. @ 


business 


Harrington Honorary ¢ 
permanent organization 
Direct Mai 


* David 


Arthur Burdge, DMAA: Max Lioyd, MASA 
International Robert Clark Strathmore 
Paper Co 
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your work is as good as your bond ...and 


brings out the best in your work 


You'll find every characteristic of a top-grade bond in every sheet of 
Hamilton Bond. It’s genuinely watermarked, pre-humidified and sur- 
face sized, moisture-proof wrapped. It prints well. The smooth, even 
surface simplifies makeready and assures sharp, clear copies. You get 
the same fine results time after time, because Hamilton Bond is always 
uniform in quality. It takes typewriter, pencil and ink impressions 
beautifully, erases easily, stands up to heavy use. Available in a bril- 
liant white and 10 practical colors, Hamilton Bond is sure to give you 


satisfaction in all ways always! 


HAMILTON PAPERS Hamilton Paper Company, Miquon, la 
Offices in New York, Chicago, Loe Angeles 
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| N THE FEBRUARY 1956 issue of The 
Reporter | was privileged to out- 
line at some length my own thinking 
on the complex postal rate issue. In 


substance, | reported that direct mail 
advertising did not enjoy a good repu- 
tation in the Halls of Congress and 


that Postmaster General Summerfield 
would continue without pause his ef- 
forts to balance the Post Office Budg- 
et. | argued that the Summerfield goal 
was neither fair to the users of the 
mail nor consonant with the historical 
concept of the postal service as a 
“service” and not a pure business 
operation, 

That article aroused some people. 
My association gained 138 new mem- 
bers who feel that direct mail does de- 
serve a vocal spokesman in the Na- 
tion's Capital. Others who believed 
Summerheld’s goal to be logical be- 
that 


drastic rate hikes had many sound ar- 


came convinced opponents of 
guments for their side of the issue. 
Much has happened since February. 
As predicted, Summerfield moved 
ahead. The Department's all-out, no- 
holds-barred effort to enact punitive 
rate increases, for 


naught when a Senate Post Office sub- 


however, went 


committee turned thumbs down on 
postal rate legislation on the day prior 


to the adjournment of the 84th Con- 


An exclusive 


behind-the-scenes review 
of the Post Office Committee's proposed 


rate increase hearings 


| 


by Har 


J. Maginnis, 


Wer. 


Associated Third Class Mail Users, Washington, D. C. 


gress. All that Summerfield received 
was a promise that the Senate Post 
Office Committee would hold full hear- 
ings on the rate issue early in the 85th 
Congress, convening next January. 
The House Post Office Committee 
had begun hearings on the Summer- 
field rate proposal on March 13th. 
The last witness was heard on April 
20th. The hearings encompass 869 
pages of testimony, pro and con. The 
House Committee was stacked against 
opponents of the legislation. It was 
from the very start of the 
hearings that the Committee would re- 
port and that the House of Represen- 


evident 


tatives would pass a postal rate in- 
crease bill. That is not to suggest that 
everyone was not accorded an oppor- 
to be heard. Chairman Tom 
Murray was extremely fair in honor- 


tunity 


ing all requests to appear. 

Some of the first witnesses to take 
the stand were cross-questioned in 
an unseemly fashion. Marcus Braun, 
president of the First Class Mailers 
Association, was harassed by Con- 
gressman Cretella of Connecticut who, 
at one point, delved into Mr. Braun's 
earnings. Mr. Cretella expressed a de- 
sire to see the witness’ income tax re- 
turn. Now this had nothing to do with 
the issue but some of the Republicans 
on the Committee had been “hopped” 


up by the Postmaster General to make 
it tough on those who appeared to op- 
pose his dream of a profit-making 
postal establishment. 

Witnesses favoring the bill ap- 
peared at Mr. Summerfield’s request. 
Unfortunately for the Postmaster Gen- 
eral, most of these spokesmen repre- 
sented some of the largest corpora- 
tions in America, a fact that did not 
elude Committee members who feel 
that the postal service is a valuable aid 
for hundreds of thousands of small 
businessmen throughout America. 


Two Committee members— Moss of 
California (D) and Corbett of Penn- 
sylvania (R)—-made a valiant attempt 
to have a policy statement incorpor- 
ated in the rate bill itself. Moss and 
Corbett both feel that within the postal 
deficit 
subsidized services which should be 


there exist countless free or 
ear-marked and set apart from the 
postal deficit. The effort to achieve 
such a separation of postal expenses 
is not completely new. The Carlson 
Committee of the 83rd Congress ree- 
ommended that this be done. In the 
rate hearings of 1953 the Honorable 
Harold C. Hagen (R.-Minn.) achieved 
by constant cross-questioning 
itemization of these free and subsi- 
dized services. 


aftinued 


an 


Page 
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When you need a broker 
who will treat your list 
requirements with 


competence and 
professional know-how 


planned circulation through 
its merger with promotions by mail 
offers free to customers 


| Professional advice in planning direct mail programs 
@ | setting up mailing schedules 
BH \ mapping out test programs 


These new services are designed to meet the needs of cus- 
tomers who need professional or for customers 
who want to back up their own judgement by “talking it 
over” with another pro. 

Planned Circulation is proud to add these services to those 
that have made people say, “Planned Circulation is the 
Customer’s List Broker.’’* 


Planned Circulation will continue to comb the market to 
find lists to fit the needs of the client... to follow through 
on orders until delivery is made... to freely pass on 
knowledge gained from working on “both sides of the 
desk”... to give the same consideration to the list buyer 
and the list owner .. . and to give the list buyer of a small 
volume the same service as the buyer of millions. 


planned circulation 


MUrray Hill 7-4158 


19 West 44 Street, New York 36, N. Y. 


*Translated means it's the customer not the order that come firat at P. C. 
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Fragrance Process 
Compound! 


Like ents to honey that’s how prospects 
react when their attention to your printed 
sales message hos been demanded and 
held with action compelling Fragrance 
Process Compound. Use it letterpress — offset 

grevure 

FPC adds a new, lasting dimension of 
aroma thet creates buy impressions far be- 
yond mere words and pictures ond that 
sends soles soaring! 

Unlike ordinary senting, FPC lasts and 
lests. Any oder duplicated. Add its impact 
to your selling you'll see results jump! 


For complete information, write today. 


FRAGRANCE 
PROCESS COMPANY 
73 Sullivan Street, New York, N. Y. 
Telephone: MOnument 3-1582 
Visit us, Booth 55, Advertising Essentials Show 
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no 
shell game 
here... 
our clients 


ALWAYS 


you ve been contused by esaggeroted 
clavum, glowing reports. and sugary 
testimonials we can think of no better way 
for you to check on the pulling power of 

our built-in” reply cord (or envelope) than 
for YOU to call oF write our accounts 

names on written request) and ast them whot 
they think of our bind of roles letter 


that doesn | convince you. then the only 
other thing that will « an ACTUAL TEST 
MAILING ago! whotever you re ving now 
We re so sure thot the “built-in” reply cord 

envelope, «ll ovtpull your best on o 
cont per inquiry bass that we'll pick up 


the tab for o steak dinner 4 we love! 


And ovr one viop service for copy. ort Printing 
and mailing your keeps you 

busy planning imtead of just picbing up 
loose ends 


Why not send NOW for more information ond 
samples of recent promotions? 


SALES LETTERS 


W. 230d Mew York 11 
Telephone 2680 1 


Moss, Corbett, Hagen and a lot of 
other knowing 
that if the total cost of these free and 
subsidized items exceeds $300,000.- 
OOO and the postal deficit is $470,000.. 
(00 then the Department should be 
seeking $170,000,000 and not the 
$430,000,000, asked for in’ H.R. 
11380. Stated simply there is no 


individuals believe 


reason in the world why business 


users of the mail should have their 


postage ine reased to cover such items 


as free mail for the blind, below-cost 


special services, rural free delivery 
and so forth 

In the February article | made the 
following statement: “We have not yet 


achieved in the congressional forum 


that dignity which direct mail adver 
tising has earned elsewhere and which 
it deserves to have emphasized in 
Washington.” | should like in this ar 
ticle to elaborate on that indictment 

rate battle in the House 


certain statements were 


During the 
and Senate, 
made which emphasize my point that 
the overwhelming majority of Repre 
sentatives and Senators believe that 
Third Class mail serves no useful pur 


=e 


When | appeared as a witness be 
fore the House Post Office Committee 
on March 22nd the following colloquy 
occurred between me and Represen 
tative Joel Broyhill of Virginia: 


Wr. Broyhill; Mr. Maginnis, [| want to com 
mend you on a very fine statement, and to 
point out that you have a somewhat uphill 
battle insofar as public relations are con 
cerned 

Wr. Waginnis: That ix right 

Wr. Broyhill: | am in the process, now, of 
tabulating about 20,000 questionnaires that 
have been filled out by the people living in 
northern Virginia in which | asked the 
question: Do you favor an increase in pos 
tal rates / 

The answer is overwhelmingly yes. All the 
anewers have not been tabulated as yet, but 
throughout the (uestionnaires there are 
numerous notations. Instead of just yes and 
no, they go further and explain the reasons 
for their answers 

While they are not overwhelmingly in favor 
of it, they say. “Stop the junk mail of 
charge it to the Third Class mail” «0 we find 
out often—I find it in speaking engage 
ments, as well that people are not advised 
as to the importance to the economy of the 
Third Class mail and the fact that it is 
getting that processing, less service from 


the Post Office Department 


I think that your suggestion that the De 
partment of Commerce should be called 
upon to testify is a very good one, because 
several other witnesses have pointed out the 


effect the adjustment of postal rates would 


have on busine == and the economy of the 
country 

I think that is a very excellent suggestion, 
Mr. Chairman, and | hope that we will get 
someone from the Department of Commerce 
down here to testify 

Wr. Maginnis: We have the turther job 
now, which is a tremendous job, of over 
coming the newspaper attacks on “junk” 
mail which were instituted when the Patron 
mail order was in effect. There was a feel 
ing on the part of the newspapers that 
Third Class was competing with newspaper 
advertising, and a series of editorials went 
out all over the country through one of their 
associations attacking “junk” mail 

That answers your question, Mr. Broyhill, as 
to why you get from your constituents the 
opinions that you do regarding “junk” mail 
because of this newspaper attack on our 
category of mail. So that, we have a public 
relations job to convince the country that 
Congress was wise in creating Third Clas 
mail to create a great industry. That is a 
tremendous job to do, and | regret to say 
that in many instances the Post Office De 
partment has characterized this category of 
mail as “junk” and has frowned upon it 
although I will say that Mr. Summerfield 
was kind enough in his testimony to indi 
cate that whatever advertising medium 
helped to sell the of our tactorie- 


and mille was good for America 
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lin thngressional forum 


emp 


s earned elsewhere 


ed in Washington” 


Harry J. Maginnis 


harlier in the year Representative 
jurr P. Harrison of Virginia had in 
troduced a bill, H.R. 8801, the pur- 
pose of which was to charge First 
Class rates for Third Class mail mat 
ter. This somewhat ridiculous pro 
posal did not receive serious consid 
eration by the committee chairman 
fom Murray, who readily recognizes 
that there is a difference between the 
two categories of mail. Neverthless, 
Mr. Harrison appeared as a witness 
before the committee to urge that his 
proposal be made a part of the rate 


bill. As a part of his testimony, Con 
gressman Harrison introduced the re- 
sults of a poll taken in his congres 
sional district He had asked the 


following loaded question: 


Would you faver charging First Class postal 
rates for Third Class advertising matter now 


carried at balk rates / 


His constituents voted 17 to | in 
favor of the idea. | had an opportuni 
ty to rebut some time later. Part of 


my reply follows: 


If Congressman Harrison's assumption that 
nobody reads the mail was correct, business 
men would be fools indeed to continur 
dispatching it in such large amounts. Con 
gressional poll« have a place in the legisla 


‘ive forum but | should like to suggest as 


one whe worked on Capitol Hill for ten 
years that Representatives and Senators are 
best advised not to le guided entirely by 
them. Representatives and Senators are 
elected by the people to do the best job that 


they can and to make decisions based on a 


complete study of information to which they 
have access 

The only conclusion one can draw trom the 
to vote which Congressman Harrison's 
poll experienced is that his constituent» 
have littl: knowledge regarding the Purposes 
and economics of Third { lass mail matter 
In this connection | should like to say that 
I am one oft the lew men in the world whe 
can give a logical explanation why the 
pound rate on catalogs is 10k while the 


pound rate on other Jrdt las« materialis 14, 


Needless to say, the Harrison pro- 
posal was not seriously considered by 
the committee. But the incident does 
emphasize just how aroused some 
members of ( ongress have bree ome as 
a result of the newspaper campaign 
against direct mail advertising. There 
then came a time when committee 
chairman Tom Murray had to appear 
before the House Rules Committee to 
get a rule which would permit the 
House of Representatives to consider 
the rate legislation. That particular 
session lasted for two hours. One of 
the ranking Democrats on the Rules 
Committee, Representative Colmer of 
Mississippi, lashed out at Third Class 
mail and suggested that the minimum 
charge for each piece should be 20c. 

When the Senate Post Office Com- 
mittee commenced hearings on the 
rate legislation in late July, Mr. 
Summerfield was the first witness. 


A member of the committee, Sen 
ator Kerr Seott, of North Carolina 
used the occasion to castigate direct 
mail advertising. He pointed out 
that his mail box was cluttered with 
advertising material every morning 
and that the material was now so 
constructed it would not even burn. 
Senator Scott, while facetious in his 
remarks, was expressing a sincere 
personal viewpoint regarding mail 
advertising. 

These are just a few instances to 
demonstrate how far away the direct 
mail advertising fraternity is from 
convincing the legislative arm of 
government that advertising via the 
mails is anything but a useless and 
annoying practice. 

The Scott attack did serve a good 
purpose. One of the witnesses sched- 
uled to be heard a few days later was 
bE. C. Smith, National Wholesale 


Serving the trade only 
From COAST TO COAST 


We carry a huge stock every size, style 


end grade 150,000,000 to choose from! 


CLASP, OPEN END, BOOKLET 
PAYROLL, BUTTON & STRING, 
BARONIAL, TINTED, AIRMAIL, 
FILING, ORDER FORM, INTER. 
OFFICE, GLASSINE, 2-COM 
PARTMENT, JUMBO, COLORED 
WOVE, COLORED COIN & 
SPECIALTY 


Complete imprinting department (1,000,000 
impressions daily). Our prices are always com 
petitive to allow you a big profit! 

Excellent facilities to accommodate your 
specialty requirements including hand-folding 
special die cutting for up-to-the minute business 
forms, etc. We ave known for unusvally fost 


delivery 


STilwell 4- = 
CORP. 


DEPT. OM 23-23 BORDEN AVENUE 
LONG ISLAND CITY 1, NEW YORK 


DIPLOMAT 


PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques, 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR SOUND 
FILM OM PHOTOENGRAVING 


Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P.$. 4 copy of “The 
Art and Technique of 
Photo Engraving’ will 
aid you with your pro 
duction problems Send 
$2.00 


HORAN ENGRAVING CO., IN<. 


44 West 28th Street, New York 1, ¥. 


MUrrey Hill 
Branch Off Mewerk, Allentown, Pa. 


free samples, prices 
on. 
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if you don't 


pay attention to 


your letterhead... 


no one else will! 


You can attract favorable 
attention to your letterhead by 
using a fine rag bond by Neenah. 


Ask your printer for samples. Then 
ou can see for yourself why 
eenah papers are America’s finest. 


Want help in recognizing the 
right letterhead for your 
company? Then ask your 
printer for a free copy of 

The Right Letterhead for You.” 


neenah paper company 
neenah. wisconsin 


| thons, 


Company, Lexington, North Carolina. 
We advised Eddie Smith promptly 
of the Seott attack. Smith i 
censed, as other Third Class 
users in the State of North Carolina. 
It so happened that Mr. Smith’s 


counsel is a Paul Stoner of Lexington, 


was in- 


were 


North Carolina, who had been cam- 


paign for Senator Seott in 


the 1954 congressional elections. 
When Mr. Smith informed 
Scott that the National Whole- 


sale Company is in the business of 


manager 


Sen- 
ator 
selling hosiery by direct mail and 
that his volume of sales was such as 
to prevent the closing of three hosiery 
factories in Scott's home territory, 
the Senator was both amazed and 
impressed. When he learned from 
others that many North Carolina com- 
panies, particularly textile and fur- 
niture manufacturers, achieved sales 
volume totaling millions of dollars 
through Third Class mail solicita- 
the North Carolina Senator 


| was converted overnight from a vig- 


orous opponent of direct mail ad- 


| vertising to a rabid supporter of the 


medium. 
Weeks’ Knowledge Of 
Direct Mail Is Weak 


The most discouraging aspect of 


| the whole rate fight was the testimony 


given by the Secretary of Commerce, 
Sinclair Weeks. In my prepared 
statement | had recommended that 
it would be most helpful if this 
spokesman for business in the ex- 
ecutive branch of government were 
to express his viewpoint regarding 
the effect of postal rate increases on 
sales volume, employment, national 
income, Mr. Weeks was 
summoned and did appear. 


taxes, etc. 


He parrotted General Summer- 
field’s sentiments and urged the en- 
actment of the rate legislation. Un- 
der questioning, however, he was 
forced to admit that only one study 
on the complex subject had been 
made within his department and that 
the division making it had recom- 
mended against higher postal rates, 

Direct mail’s best friend, the Hon- 
orable Robert J. Corbett of Pitts- 
burgh, then asked Mr. Weeks whether 
he had any data in his department 
to show just what part direct mail 


advertising played in selling the 


| goods and services of American lab- 


or. Mr. Weeks responded by stating 
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WHO WILL CREATE IT 


How MucH WIE 


ls there an Easier Way? 
THERE CERTAINLY IS! 


With... Curtin & Pease’s Plan 
“HOW TO TEST PROFESSIONALLY PREPARED DIRECT MAIL” 


CURTIN AND PEASE, INC 

1814 Jeflerson Avenve 

Toledo, Ohio 
GENTLEMEN 

Please mail me a copy of your FREE book, “How to Test 
Professionally Prepared Direct Mail,’ 


If you're in the same predicament as the 
harrassed sales manager above—then by 
all means send for our FREE book “How to 
Test Professionally Prepared Direct Mail.” 
Forty-five illustrated pages are devoted to 


Nome 


showing you step by step how Curtin and ¥ 
Pease, Inc. can answer all the above ques- Tithe if 
tions and help you solve your sales problems ‘ F 

ompany 
with professionally prepared and produced ‘ 
direct mail. Just fill out the clipping and mail a . 


it to us today. 
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“CURTIN & PEASE, INC. 


1814-16 Jefferson Avenue ¢ Toledo 2, Ohio ¢« CH. 4-8316 
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RETURNS 


MORE RETURNS, 


In the great cities of Boston, New York, 
Philadelphia and Washington, D. C., 
Cupples Envelope Co., has been a 
landmark for many years. 

The continuous advancement of quality in 
envelopes has always been the ruling 
factor in our growth and reputation. 

Let your Cupples representative show you 
how color, design and embossing can work 


for you, through increased mailing returns. 


$1,558 millien 


now recognizes that he should not have 


a4 


he had no such figures with him but 
that in due course he would supply 
the committee with appropriate data. 
He had plenty of time to submit his 
answer. Readers of this article will 
he distressed by the answer he sub- 
mitted, demonstrating as it does a 
total unawareness of the extent and 
impact of direct mail advertising in 
the American economy. The answer 
he submitted is quoted in its en- 
tirety: 


SCOPE AND VOLUME OF 
DIRECT MAIL BUSINESS 


The 
the following data, based on the 1948 Cen 


Bureau of the Census has published 


sus of Business, on mail order houses which 
they define as establishments selling mer 
chandise primarily by mail from catalogs 
and direct mail solicitation. The retail 
stores of mail order concerns are not in 
cluded in this category 

Sales by mail order houses in 1948 totaled 
$1,485,.352,000. These sales were made by 
establishments. However, $1,249,351,000 
of the mail order house sales were made by 
22 establishments of the department store 
type. Other kinds of business accounting 
for sizable sales through mail order houses 
were dry goods, general merchandise stores 
with sales of $51 million; women’s ready-to 
wear stores, $26 million: feed, farm, gar 

den supply stores, $19 million; book, sta 
tionery stores, $24 million; and tobacco 
products stores, $22 million 

The census statistics on mail order houses 
are only for those establishments which 
were primerily in the mail order business 
Total sales by mail order by all other types 
of establishments would, of course, far ex 

ceed the volume indicated above. For ex 

ample, there has been a tendeney over the 
last decade for many of the larger stores 

particularly in the department store field, 
to invite mail orders throughout the areas 
in which their advertising media circulate 

Many of these stores also sent out small 
catalogs, particularly during the holiday 
season, However, the Census Bureau has 
not attempted to measure the extent of this 
mail order business by stores for which mail 
order sales did not represent the major 
sources of eipts 

Data on mail order houses based on the 
1954 Census of Business has not been pub 

lished but the Bureau has estimated that 
in 1954 sales by mail order houses totaled 


We have heard that Mr. Weeks 
has not been too happy about his 
forced appearance before the House 
Post Office Committee. He probably 
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a tale of four cities 


facts. Like so many he chose to fol- ; 
who feels that rate making is his Ss R E ™ G | ‘ 


low the direction of his fellow cab- 

sole province and that the Congress 
should not look elsewhere for guid- 

ance and advice on a subject which ve if 

affects so many hundreds of thou- ; 

sands of people in a variety of indus- Ss i = 


avoided the counsel of those within ; 
the Department who knew the true a Let depeuds Ow 
inet member, the Postmaster General. 

tries, 


What Should Be Done 
in 1957? 


There very well may be a need for 
inereased postal rates in the coming 


Congress, but it will be obvious to 
all that if rates are set at a figure 
high enongh to put the postal estab- 


lishment on a break-even basis there 
will be many, many hardships ex- 


perienced by all mailers. It seems 
to me, therefore, that the industry 


should have two main goals in 1957: 


1. The enunciation by Congress of 
a policy which asserts that the Post 
Office Department is a service and 
not a business. 


2. The prevention of rate hikes 
which are both punitive and 
destructive. 


If we are to achieve these goals 
every person and business firm af- 


fected will have to give his whole- 


hearted cooperation. If, as | suggest, 


we are, in the aggregate, a larger 


economic force than either the farm- 


ers or the oil produc ers of America. 
it behooves us to broadcast and sell 


that fact. If we do not blow our own 


horn no one else will. 


1 can report an encouraging 


ground swell for united action amone 


the direct mail fraternity. Still, to 


many firms feel that the payment of fac 
Phe beloved, over-burdened burro, forever submerged beneath 


dues to a trade association is the 


only contribution they need make ir a load more-often-than-not double his size... is remarkably 


this battle. That af not the case sturdy, like the intrinsic strength of Snowland Bond... strength 
While financial help is always essen 


stemming from our Northern spruce which supplies pure fibers 


tial, more important is the willing 


for this strong sheet. Snowland Bond feeds, handles and collates 


ness of the individual mailer to be a 


salesman with his own Representa well. The higher bulk and basic snap of this paper make it 


tive and Senators, marketing the very 


the quality sheet. Sold by leading merchants. 


significant truth that direct mail ha» 


played and will continue to play a 


part in heathy andes PRASER PAPER, LIMITED 


panding American economy. @ 
Mills: Madawaska, Maine 
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NOW 
RAPID 


FILM 
LETTERING 


TO ANY SIZE 


YOU WANT 


Reduced or Enlarged... 
Positive or Negative 


Still only *1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals, 
eliminating the usual delays and ex- 
pense of stats. 

No minimum. No extras. Round-the- 
clock service. All styles. Glossy prints 
for reproduction. Mail deliveries any 
where in U.S.A. Order from Style Book 
DM. Free on request. 


TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 86-2445 


IT'S TYME* FOR A CHANGE 
if your present supplier 
is too big for his britches, 
give us a call 
* and hear what our pitch is. 


yme LETTER SERVICE CORP. 


A COMPLETE DIRECT MAK SERVICE 


FUND RAISERS. 


Now you can secure all of your fund. 
raising and public relations list needs 
from one eource 

Let me tell you about this special list 


service 


> WILLIAM M. PROFT 
ASSOCIATES 
FUND RAISING LISTS 


585 MAIN STREET ORANGE Wi 


| of thousands of rich, colorful, 


Copy” 


A Motthly Clinic: Conductid by Rud 


| BEEN QUIET A Jo®—picking the 
best out of the many entries in 
our one syllable word contest. The 
winner is Mr. T. H. Dudgeon, 254 
Northridge Road, Columbus, Ohio, 
who will receive Henry Hoke’s Li- 
brary, as promised. 

Most of the entries in this little 
contest were short pieces, but Mr. 
Dudgeon submitted an entire letter 
using only one syllable words. What's 
more, his letter was written for a 
client and will actually be used to 
bring in business. 

I feel this little exercise has done 
us all a great deal of good. As Miss 
Carol D. Silverberg, circulation man- 
ager of Fairchild Publications said, 
and I agree: 

we should know how to use the full, 
rich English vocabulary . to use short 
words alone robs us of the selling power 
descriptive 
terms. Why assume that all readers are 
morons who never got beyond kinder 
garten 

As all of us who write copy know, 
it is impossible to find a one syllable 
word to convey everything we want 
to say. It was never my idea to sug- 
gest that copy be written with just 
one syllable words. My objective was 
to demonstrate the fact that often a 
word can say as much as a 
If this little 
making 
scious of avoiding long, involved sen- 
words, it 


short 
longer one 
succeeded in 


“game” has 
readers con- 
tences with long, obscure 
will have served its purpose. If I have 
succeeded in chasing some of you 
copywriters to your dictionaries and 
your thesauri in search of a more 
graphic word to take the place of 
old worn-out word you have 
that’s all 


been using in your copy, 
to the good, 


Brevity 


noticed the swing to- 
letters? We 


not so long 


Have you 
ward shorter 
conscious of this when, 


ame 


ago, we sent out a letter just one sen- 
tence in length. This letter of ours 


said simply, “If a fellow claims he can 


36 


write 
copy, 


results-producing direct mail 
he ought to be able to prove 
it.” To this one sentence letter was 
attached several testimonial letters 
from clients giving the results of 
copy | had written for them. 

Here's another example of a one 
used by Charles Val- 
entine, National Advertising, The 
New York Times. \t reads: “It’s not 
a bit too early to start thinking about 
Christmas—and here's a very profit- 
able thought to start with.” This let- 
ter was attached to a folder to sell 
mail order advertisers on the use of 
the “Christmas Gifts for Home and 
Garden” section of the New York 
Times. Attached also was a tear sheet 
of this Christmas gift page and two 
testimonials from successful adver- 
tisers. 


sentence letter 


Lang & Smith, Inc., Richmond, 
Virginia, used a series of one sen- 
tence letters to “build” its story in 
the minds of prospects. Mr. Russell 
Lang, president of the company, tells 
me that his one sentence letters were 
mailed so the 
first one on a Monday and then one 
each day through Thursday. Then on 
Friday he made a personal call. Hie 
reception from the recipients of the 
letters has been excellent. He says, 
“They know who I am and that I 
talk advertising.” Here is 


prospect rec ceived the 


want to 

the copy: 
Letter No. 1 ‘We create 
ing.” 

Letter Vo. 2 
that sells.” 

Letter No. 3—“Our fees are reasonable.” 
Letter No. 4—“We create good advertising 
that sells for our clients and we do it at 


good advertis- 


“We create good advertising 


reasonable fees.” 

There's a real place in direct mail 
for the one sentence letter. | know 
from experien e The one | used 
pulled excellent direct results. 


Selling an “idea” 


S. Posner Sons. Inc.. Brooklyn 37. 
New York, who distribute paper and 
products, do an excellent 


packaging 
“jobber idea” 


job of selling the with 
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‘‘Now they say I knew a good thing 
when I! saw it...”’ 


“When I bought one of the first A. B. Dick Model 350 offset 
duplicators, I was asked why — why bet on the unknown, 
why try untested equipment? 

"Today we have three of these machines in operation and 
they are setting records in turning out more saleable copies 
in less time at lower cost.” 

Much as we appreciate the above remarks by Alan L. 
Hickox of Low's Reproduction Service, Inc., in Chicago, the 
fact is that the A. B. Dick offset duplicator had been sub- 
jected to a strict testing program before it was put on the 
market to make sure that the first buyers would not be asked 
to take chances. Credit goes to Hickox for quickly spotting 
the improvements and features that assure top performance 
day after day. 

For more information about this machine that has let offset 
duplicating make good its promise, simply mail the coupon 


below. 


MIMEOGRAPH SPIRIT + AZOGRAPH + OF FEET 
IMPRESSION PAPERS + FOLDING MACHINES 


RDM-116 
A. B. Dick Company 


5700 ‘Touhy Avenue 
Chicago 31, Iinoia 


Please send me more information about your new offset duplicator, 
Model 350 
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A veg con 


ent paper for letterbeads — 


Brighter, whiter Weston Bood makes leters look 


neater, cleaner, more impressive. Ask your priover 


10 use it for your next supply of lecverheads. Also 
available in colors, white opaque, litho fiaish and 


matching 


envelopes. 


A W 


« for Sample Book BYRON WESTON COMPANY 
\ddvess Dept DM DALTON, MASSACHUSETTS 


we. 


‘or Business Record: 


SEND THIS COUPON! it will bring you \ 
complete FREE details about the many 
excelient new lists of mail order buyers 
we can supply for YOUR next mailing 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to thew needs 
Chances are we have the BEST lists 


215 FOURTH AVENUE + NEW Yorn 3, .¥. | for your needs, yet they'll cost no more 


PHONE: Pring 7.7460 
CHARTER MEMBER, Notional Council of 
Mailing List Brokers 


than ordinary lists. Our recommendation 


service is FREE. Simply send the coupon. | 


NEW JUMBO FLASH CARDS! 


Responding to enthusiastic demand, we've added 
SIX MORE SPARKLING NEW DESIGNS! Now 
4 there are 30 of these big (54% x 7) mailing 
cords - pre-printed with colorful, versatile border 
ort - to give your messages high-octane selling 
power at amazingly low cost. Get FREE samples’ 


THE CARR ORGANIZATION 
1319 N. THIRD ST MILWAUKEE 12, WIS 


Send a FREE jumbo Flash Card sample kit to 


NAME 


ADORESS 


city 


a series of well written letters. Here's 
a case where instead of playing up 
the quality of a product, the cam- 
paign is used to sell the “benefits” of 
dealing with a jobber. 

With an illustrated letter showing 
the channels of distribution through 
a wholesaler and comparing it with 
distribution where no wholesaler is 
involved, the following copy makes 
very good 


“Instead of writing 5 or 6 oF a dozen pur 
chase orders, waiting for a dozen deliveries 
and paying a doz-a bills, you can do it all 
at once by buying from your distributer.” 


Thanks to Harold Kaplan. Sales 

Promotion Department, 5. Posner 
Sons, Inc. for sending me this cam- 
paign for comment. The copy is 
wonderful. 


Making Economy Believable 


Warren R. Hanson. sales manager 
of The Wayside Press. Inc.. Mendota, 
Illinois, is using a series of folders 
to sell his printing service. The one 
before me is No. 14 of the series. 
In this one, instead of shouting “Our 
prices are reasonable,” the copy pre- 
sents logical reasons why prospects 
will get a good deal at Wayside. 


We at Wayside have been blessed over 
the years with wonderful customers. We 
are reminded of this again, as our heeal 
year closes, by an unusual record: In the 
past 8 years we have had to write off only 
$24 in bad debt» that’s 8 years ago. the 
debt of a respected job customer whe 
had the misfortune to suffer a complete 
nervous. breakdown 

“Our lack of bad debt losses not only re 
fleets the calibre of publishers that we 
attract, but aleo points up additional rea 
sons why your costs at Wayside may be 
lews. Bill paying customers need not pick 
up the check for less solvent contempo 
raries; our overhead need not include a 
hard-pressed credit man.” 


Words to Write By 


Semebeny is always trying to put 
down in I, 3 order the “primary” 
sales aa copywriters can use to 
persuade others to act. The latest 
comes out in Lists and Listings issued 
by Walter Drey. Ine.. 257 Fourth 
Ave... New York LO. N. Y. It is called 
“The Four S's”: 1.) Sex (to make a 
favorable impression on the other 
sex: 2.) Snob (to keep up with the 
Joneses! : 3.) Self ‘to improve one's 
status in life}: 4.) Soul (to be at 
peace with God) 

Such lists sound good but don't 
hear very close analysis. How about 
for instance, the appeal to taste’ 
That's a pretty primary appeal. Or 
the appeal to the sense of heauty 7 
That's basic. Trouble is those words 
don't begin with “S” so naturally 
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they don't fit into the alliterative and 
engaging formula. 

The fundamentals of good copy 
can be taught (and learned) just like 
arithmetic or history. But fundamen 
tals arent much good unless mixed 
with some inspiration and initiative. 
No tee hnique can take the place of a 
full knowledge of the “benefits” the 
product will bring the prospect, ot 
the ability to appeal to 
wants, needs, likes. every time vou 


people's 
sit down to write a piece of copy 


DD | heard a speaker on advertising 
copy say “Make a promise to the 
prospect in the first paragraph.” | 
wonder. A something 
that's going to take plac e in the 
future. What every copywriter is af- 
ter is to make the reader feel the 
benefits of the product or service are 
already Watch 
out for such phrases as: “The ( prod- 


Make it: 


promise is 


happening to him, 


uct) will give you 
“The ( product) gives you 


DD Never let your headline or your 
gimmick get so clever that it draws 
from what you're 


attention away 


selling 


DD For every copywriter who doesn't 
know enough about the product he’s 


Here is a fully automatic 
high speed machine. It will take 
post cards, insertion cards and all sizes 
of envelopes, brochures, pamphlets, light 
weight booklets, magazines, tabloids and 
flyers, accurately and quickly. Let us an- 
alyze your labeling methods and show you 
how CHESHIRE equipment can help you. 


trving to sell, there are two who 
dont seem to know enough about 
what words means to the person he's 
trying to sell. 


DD There have been innumerable at 
tempts at classifying human appeals 

the appeal to pride, the appeal to 
thrift, the appeal to vanity, the ap 


Many 


copywriters labor long to find the 


peal to acquisiliveness, 


one appeal that will catch the reader s 
interest. Why not make your copy 
contain many appeals? It is reason 
ably possible to include the appeal 
to pride, thrift, acquisitiveness, van- 
ity, ete, all in one piece of copy 
The thhore appeals you usec the more 
different people you will be able to 
interest in what you are selling 


PD As George Borrow says: “It is 
no easy thing to tell a story plainly 
and distinetly by mouth: but to tell 
one on paper is difheult indeed, so 
many snares lie in the way. People 
are afraid to put down what is com 
mon on paper, they seek to embellish 


think, by 


their narratives, as they 
philosophic speculation and 
tions: they're anxious to shine, and 
people who are anxious to shine can 


never tell a plain story.” 


DD There are 


three wave to say 


i. Roll strip labels 


things: «1) State them about tw: 
as biz as they are; (2) State them 
about half as big as they are; and 
(3) State them only just as big as 
they are 


DD Effective sales writing is clea 
writing. Prospects just don't go to 
the trouble to dig out your meaning 
when they read your copy. Even eus 
tomers don't always say what they 


mean, as witness 


The woman asked the clerk Have you 
any wallpaper?” 

We sure do.” said the clerk. “Have you 
tried the latest kind with the paste or 
the back? 

That sounds fine. Can T put it on myself’ 
Well, | suppose so.” said the clerk. “Hat 
it would look better on the wall.” @ 


“FILL UP THOSE 
EMPTIES”... 


“About 95', of your First Clas 
mail is well under the one-ounce 
limit. Why not fill up those “empties 
with advertising literature? Let it le 
either a selling or institutional piece 
lt will ride postage free.” ways 
Chicago adman, Leo Bott, Jr. in his 
monthly wnorrsnors. 


2. Continuous pack form labels 


3. Addressograph electronic facsimile tape labels 
4. 1BM Type 407 tape labels 


5. Tip on or fully apply Government 
stamps or premium stamps 
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CHESHIRE MAILING MACHINES, INC. 1644 N. HONORE ST. + CHICAGO 22, ILLINOIS a 


Advertisement: 


eadly Direct Mail 
Mistake No. 


Give the Prospects a Good Reason for Not Opening Your Mailing 


HE surest way to ruin a mailing is to give the 
prospect a good reason for not even opening 
the envelope! 

This can be done in a number of ways. 

One, is to tell so much on the envelope that the 
reader knows he doesn't want what you're offering 
inside. 


Another, is to use so cheap an envelope that 
whatever is in it can’t possibly be important 
enough to bother about. 


Still another is, to be so smart, so clever, or so 
unbelievable as a result of whatever you print on 
the envelope that the recipient subconsciously says 
“NUTS”, “BALONEY” or worse, “MORE JUNK 
MAIL,” 


Rather than risk the danger of printing any- 
thing on the envelope which might give anyone a 
good excuse for throwing it away unopened, use 
a blank envelope. 


Even this might be a dead give-away to some 
sophisticated prospects, It is better by far to use 
the envelope as a vehicle for carrying a message 
in words or pictures which might be strong enough 
to be used as the headline of an advertisement. 


Such a headline should convey news, — a prom- 
ise of information, — a promise of an advantage to 
the reader, a promise of such importance that the 


We believe Direct Mail advertising should he com 
pensated for in proportion to the results it produces, 
instead of on a fee basis which may or may not be 
equitable 

We believe our plan of compensation is fair to our 
clients and te three dollars per thousand 
with a minimam guarantee of $300 regardless of how 
places our services in the 
which must prove its 


ourselves 


few are mailed This same 


category as any other element 


value or be eliminated 


Whether you want orders or inquiries here is an 
opportunity to test at emall coat the «kill of an 
advertising agency which has specialized in mail order 


t Mail advert ne 


silings for 


and Dire any years 


Send use your typical our examination 


mment without obligation 


and ¢ 


MAXWELL SACKHEIM & 545 Madinen Ave. New York 27 


By Maxwell Sackheim 


22222222 


reader cannot afford to deny the mailing AT 
LEAST an opening. 

Some years ago we received regularly from a 
brokerage house, bond market quotations. At the 
time we were not the least bit interested in these 
figures. For all we know, we may have thrown away 
something important, but we never opened those 
envelopes after the first one came. 


We knew what was inside and knew we were 
not interested. The mailer committed Direct Mail 
Mistake No. 1. He provided us with a good excuse 
for not opening his letter, despite the fact that we, 
and most other people are genuinely anxious to 
receive mail, 

Contrary to some opinions, the receipt of mail 
is a form of flattery to most people. It satisfies a 
minor vanity. The feeling of importance a person 
experiences when he receives mail cannot be under- 
estimated. 

It is only by ignoring sound principles of selling 
that direct mail defeats itself. Only the most 
thoughtless and careless errors can cause people 
to throw mail away unopened. Avoid Direct Mail 
Mistake No. 1 by giving no one an excuse for not 
opening the mail you send him. 

If you can’t say anything on the outside of the 
envelope that will be of genuine interest to the 
reader, say nothing. 


Maxwell Sackheim & Co., Inc. 
545 Madison Ave., New York 22, N.Y. 


Enclosed are some of our typical mailings. Without 
obligation on our part we would like to have you go over 
them and advise us of what you think you can do for us. 


Position 


Cty lone State 


a3) 
x 
i 


LETTER 
COPY 


by Paul Bringe 
Milwaukee Dustiess Brush Co. 


i] ERE 18 A LETTER attempting to 
sell good smells. There are 
many things wrong with it. Among 


them: 


1. Average sentence length of 54 
words, far too high for easy reading. 


2. Only 33% of the words are one 
syllable, far too low for easy reading. 


3. Each paragraph starts with an in- 
troductory phrase that could be elim- 
inated to improve readability. 


4. The letter is dull—-no attempt to 
gain interest, no reason why the 
reader should act today 

The product is not the easiest to 
sell and that is why a bit of the shock 
technique is used in the opening 
head. 

The following three sentences try 
to hold interest by quickly stating 
problems the reader might have. 

Notice these three sentences have 
a rhythm ... to hold the reader and 
lead him into the body of the letter 
Rhythm is a powerful tool for hold 
ing reader interest. Most good prose 
comes close to poetry 

Here is a product that lends itself 
to sampling. Why not a series of 
letters, each one carrying a new 
fragrance, with the letter selling that 
particular odor? Such a series could 
go on forever. @ 
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A NEW MONTHLY FEATURE. 
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will help you turn your mailing ! 
liets inte extra dollars quickly and easily! | 
This Book, by Jim Mosely, is packed with | 
TESTED IDEAS and TECHNIQUES | 
gathered from 20 years’ experience — to 
bring you added profits year after year ! 
Sep by wep, this informative Book an ! 
swers your questions and shows you how | 
to find overlooked profits from your mail | 
ing lists, Send today for your FREE | 
COPY of “How to Double Your Net 
Profits from Your Mailing Lists.” Jus | 
attach ad to letterhead or busines card 
No obligation 


Mosely MAIL ORDER 


tine, 
Mail Order Lint Headquarters | 
36 Newbury Street Boston 16, Moss. 

| 


the Checks” 


TYME * NEVER STANDS STULL 
servicing your jobs 
If extra fast service 
is what you demand, 
telephone us quickly 
* our staff is on hand. 


LETTER SERVICE CORP. 


A COMPLETE DIRECT MAIL SERVICE 


Divect Mail and Mail Order 


COPY 


thet mokes SENSE 
thet mekes SALES 
thet motes BUYERS want 
to do business with you 
Write me ebout your plans 
or problems 
All deteits handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two OMAA Beat of tndustry 
Awards Dartnelt Gold Medel 
tditer of IMP The world’s 

house organ 


My Mail Order Day I 


By Jared Abbeon I 


A Profile Of “Playboy” As A Mail Order Media 


k ‘LIER THIS YEAR one of my MLO. 
products appeared in a maga- 
zine that had just opened up a mail 
order shopping section. The maga- 
wars called Playboy. 

Now just 
didn't expect much in the way of 


hetween ourselves, I 


response because these new sec- 
tions have a way of springing up 
and dying down with great regulari- 
nothing 
nothing gained .. . so in went the 
item. Well. Sir (or Madam, as the 
case may be}, | have already re- 
ceived some 270 individual orders 
for the item, One company ordered 
100 at one crack for distribution as 
gifts .. . and orders are still trick- 
ling in, Only one other magazine 
ever pulled like this on this type of 
item, and that magazine has 3,000. 
(XH) circulation against Playboy's 
700.000 (print order 
and fais space rates 


tv. Howsoever. ventured, 


guarantee of 
to maich 

Now before any of you gentle 
readers get the idea that this column 
is a plug for Playboy, let me set one 
thing straight: // you don't have the 
rieht wttem flor this or any other mar 
het it won't pull even if you 
promised to ship each and every or 
der smothered in roses and smelling 
of Channel 

However, | did get interested in 
this magazine 
of the fact that it usually takes years 
to build up a following for a mail 


particularly in view 


order column, and this mag seems to 
have performed the trick almost over 
night 

With young and enthusiastic ideas 
Playboy first hit the newsstands in 
December 1953. The initial print ot 
copies Folks 


the magazine business wagged their 


der was for 


heads at this print order because it 
was considered an extreme gamble 
for a publication aimed at the vig 
orous young urban male and priced 
Today, they are 
printing 1,000,000 copies per tssue, 
and the upward climb in cireulation 


at offf per copy 


is still going on 
Originally, Playboy 

The first advertis- 
restricted to a 


accepted neo 
advertising at all 
ing accepted was 


featuring 
various items offered Mail Order 
The Playboy people were a pretty 
smart group of young men. They 
knew that if they went after national 


“Men's Shop” section 


hig league advertising without proot 
of the magazine's 
they would score blank 

So... they went after the mail 


pulling power, 


order boys first, because——and here 
1 quote 30-year-old Hugh Hefner, 
Playboy's Editor and Publisher 

“The mail order advertiser is first 
to take a chance with a relatively new 
magazine because he knows he can 


By na- 


ture he’s more of a gambler, or he 


measure results immediately 


wouldn't be in the mail order busi 
ness at all. A solid success story with 
quality mail order advertisers would 
make a good selling story for the 
other advertising classifications.” 


Playboy Doesn't Play Around 


Now, it is important to note Mr 
Hefner's remark “Quality mail order 
advertisers.” Playboy magazine. and 
every other first class mail order 
media that values its readership, nar 
rowly limits the type of goods and 
services that may be offered through 
its columns. When queried on this, 
Playboy's publisher gave these limi 
tations: “Playboy has been very 
caretul to keep oul suspect mere han 
seconds and other so 


Agents Wanted ot 


self improvement courses are con 


dise, mill 
called bargains. 


sidered too little in keeping with the 
editorial content to be acceptable 
We have taken a very strong stand on 
ads which offer 


ondary feature 


a catalog as a see 
These catalogs must 
he inspected by us to make sure 
there is nothing offensive about the 
offerings in them. No trusses, off 
beat religious sects, medical diction 
aries, get-rich quick schemes, pra: 
tical joke novelties. or pseudo-seie) 
tiie automotive aids are allowed 
This strict policy on the part of 
that for 
have accepted thes 


the magazine has meant 
every ad they 
have rejected three more This is 
important to you, my readers be 
cause when you advertise you want 


to be in your own class of company 
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How About Publicity 
In Playboy? 


\ couple of months ago, we talked 
about “Free Publicity.” and how to 
secure same. Several readers queried 
us about exactly how to go about 
getting some. So it seems pertinent 
here to include Mr. Hefner's remarks 
on this subject. “Of course.” he says 
“the layman frequently thinks edi 
torial space is sold . . well it 
not in Playboy; and, as far as 
know. not in any other similar 
tion of other magazines, either 
interrupt here to say that old Jared 
knows a couple that do and a slew 


more that use their editorial space 
for horse trading, but his remarks y. SAVINGS IN THE MAKING * Reassembling 
each machine according to the specifications of 

that machine's original manufacturer is Standard 
Operating Procedure at AMECO 

So ... when you need Addressograph, 
Elliott or Speedaumat addressing machines; 
Graphotypes, plates, frames, cobinets or trays for any 
addressing system . . . first investigate the substantial 
sovings possible in REBUILT equipment 


hold true for the best pulling media. 
Hefner continues: 

“Playboy always welcomes suit 
able glossies and copy for considera- 
tion for use. Of course, not every 
submission can be used and none 
ean be returned unless accompanied 
by self-addressed envelope. There 
is frequently as much as a twelve Call the 36 year old house of REBUILT equipment 
month lapse between the time an who gives new machine guarantee with every sale. 


item is received for editorial consid- a 
eration and the time it appears in the Addressing Machine & Equipment Company, Inc. 
magazine. Glossies must show the d 326 Broodway New York 7, N. Y. 
product alone, not with a model or ¥ HAnover 2-6700 

other confusing background.” ; 


“It's Always Smart To ee ees 


Spot A Comer” 


22 Mail Order Experts 
Answer Nearly 600 Questions Edith Walker 
In 8. L. Maze! 


Leshe Davis 

A A | L 0 D David Margulies 
John T. McKenzie 

Paul A. Murtaugh, Jr 

$ T R AT E G Y Elsworth Howell 
Victor 0. Schwab 


Lewis Kleid 


One thing almost every magazine 
with a regular shopping section will 
do for you is to make up your ad, 
if vou don't have a regular agency 
Playboy does this for newcomers 
and in at least one case started a man 
in business. 

So | say again: In mail order, first 

“Get your item.” Then set out to 
sell it. Lots of folks will help you, 
but it is your money ... so make 


| int 
your own decisions. Study your on idee-packed menvel of personel inter 


media. See if vou are getting a rising views conducted by Lewis Kieid 


circulation magazine. Most media 


James Connell 


W. Cassidy 


Here for the first time is a volume thot gives 
guarantee a certain circulation To you not one man's opinion, but practical know 
day. many magazines are dredging 


up all kinds of lowgrade readers to 


how advice of 22 top mail order practitioners A. P. Jurgensen 


Throughout 23 profusely illustrated chapters E Robert Rubin 
fill in their promised guarantees Mr. Kleid fires all kinds of questions ot the mail Selle Weir 
Others like Playboy similar 


eagerly-sought publications have to 


der stars listed on the right. Y et thei 


S Arthur Dembner 


candid aorswers on copy, list, mailing pack 
age problems, etc. Their “How we do it” advice 
will help you plan your own successful MAIL Robert L Fenton 
ORDER STRATEGY. Send for your copy of this Lowrence G. Chait 


132.pege manval today Moxwell C. Ross 


print more than they promise in 
order to fill the demand. This type 
of circulation is bonus. Many a smart 
M.0. man, when he sees a new maga 
zine starting to skyrocket, will tie up 
space at a fixed rate per issue for 
as long ahead as the publisher will 
sell Nothing new in that. Old Richard 


Sears used to use the same te hnique 


Edwerd N. Mayer, Jr 


ONLY $7.50 Tom Meflvoy 


direct from Moxwell Sacthem 
The Reporter of Direct Mail Advertising 


It always smart to spot a come 
224 Tth Street Garden City, W. 


MOVEMBER, 1956 aa Lee eee eee 


4 
= af 
a(S, 
¢ 
| t 
i 
4 


POR YEAR. VNDER SPECIAL 
$24.06 


ACETATE 


A. G. Milwaukee 5, Wis BH 2-3872) 


A Vive Letter Bervice Micwey Bidg., Paul 4 Mian Mi ¢ 


Rervice 14%) Rings Highway, Hrookiyr y 

Rerview, in 0 N. Main, Freeport, rh 
Merling Bireet. Bast Orange, N. on 

& Mail Mere 6-61 Gueens W tte NP 


ADDRESSING & 
& 
Reames Punched Card Cor 


ADDRESSING 


i6 


Addressing Machine & Ce 76 VY. T. HA 

TH 6.2000 

cn saan 


wo 4.0520 


yping nN. Vi 

Bhagine T) ping hee 68-11 Ave Weniside, NY Mi 4-27) 

Russet Typing A Mery 4 Woelside 77, N. ¥ NE 
enti 

Ad Canton, Ohio (Tel: 2552) 


Amerioan Mail 1113-19 Ventee Lae Angeles 15, Calif bt 
Mertin Ad Bell. Mall Ord PAK, 4751) 


A. A. Publisher 


Loe Angeles 6. Calif (al 


Multi Ad Walnut 
Voth dt Art N. J ri 
AOvERTIBING woo 
Corp. of Americs ith Vi 7.2044) 
ADVERTISING ties 

fietiion Mantanye Ine Gl) 
6 ecries cory EVALUATION 

Tre an 6 KE 433 

auvowarie “MACHINE 
Mertt Maetlers Mires On 27-3000) 
New Nemes, Ine Mame Mery N. ¥. cn 2-iall 


Automatic ‘Tyee whitine 


Letter Bere. 


4 (BO 


Typeeriter Co 2323 WN 151 
Aut Tipewriting Mery wea EA 
ty Letter Bervire 19601 Wellington Court, Weethury, N. mp4 
BooKs 
Arta Teh am Eng. Png. Ox “WwW NYC. 8585) 
Heporter of Mail Cerden CH ¥ 
Cordia vu # oo 
About Letter 1 oo 
CALENDARS, ART AND 
the Mower ‘ erlowr 
CATALOG PLANNING 
CHRISTMAS STATIONERY 
The ( ‘ Ww Me 4 An 
COPY WRITERS (free Lance) 
Hooke Keneas Clty 6. M HWA 
Mier Wee te ¥ any 4.4% 
RS & PRODUCERS OF STEEL OIE ENGRAVED 
remark ( ha “ Leviltowsr 
CALENDARS 
fhettters Momtanye Marylent ne ortome 
DIRECT MAIL AGENCIES 
chory 


Market Bar 


hile Nalione 
Meet 4 
1814 16 
Atte 
Pork Ave 
Street, Wilmingtee 


Butiding 


Harrison Meer te Medien Ave 


binect that + 


CUTTING 


A, N N. Y wo 4.44657 


FOREIGN MAILINGS 
ha 


‘ 
rune RAISING 

Ma 


ERTING SERVICE 


Ineerting & Mailing 


TME REPORTER OF DIRECT MAIL ADVERTISING 


Ave Forest Mil nN. ii 4 
Hosto 5, Mass LA 
W ate New Y me 
Mires Pas > on 
war [ret rot Mi wo 
W x. ¥ nN. 
“a hicag i ¢ 
enue New York # y Mi 6350 
hots Mict KK 
Ma mn N.Y vi 151) 
h Ave © WA 4 
Drighton Ave Maw eT aut 
Francisco, Calif at 1 6564) 
“Comput rants 
st i, N. ¥ TH 
I A. 6. Calif DU 54-5421 
“EQUIPMENT 
Vincennes Chicago (HU 9.4455 
au N Honere Chicago Iilinets 
Frelinghuysen Ave Newark N. 2 BI | 
W. Touhy Ave., Chi i, (ho 1906 
t Milwaukee 16. Whe nt 131) 
106 W. Fulton Chieage 12, Tl 
Biisefield, Michigar Bi, 162) 
Phils. 7, Pa WA 2-4212) 
on Stree ¥ MO 4.1582 


tale nneapolis & Minnesota (RE 0080) 
im. 202K. Rahester, N. ¥ 


Mair Freeport, N. rh 4490 
Leeward xn. Y 13 (WA 54-1971) 
Gloucester, Mase 


ENVELOPES 
Heekman St ¥ | wo 
Fast Liverpesl, 0 rt 4240 
tee Atle 1. Ga TH 6.3886 
High Dedham Mass rA e700 
ree, Melr Park, PS #6214) 
man N.Y Th as 
Wa ¢ 14 lowe a7 
ay ball ‘ ry 
 Wartferd 18, Conr 1A 
“ D Mi TA on 
‘ ‘ CA 
Cor s y me 
‘ ‘ Ps 
= ‘ vn 
‘4 ‘ m ‘ 
j ‘ J ne 
Ma ne 
SPECIALTIES 
‘ Arch Pails 7. Pe MA 
 Waertfor ¢ 1A 1 
‘ ow ano 
ae sw wa 
FILMS DEVELOPED 
Rea @27N. Mineotsa. New York 


lew Parts France 


J on 3.2789 


ar on 908 

©. Newark TA 4.0881) 
ne 4. Ma va 7790 
Minneapolis 2. Miner rr 47) 

‘ “ rieé 


Grand. City @ Ww WA 
Ban Franctero 5. Calif. (GA 1.8500" 


‘ 
ty 
dees 96-08 Me 
M. Lord & Co 
Mailograph Co., In 
4051) Merit Mailers 
1240 L. Poh & Co 
Cree 43) Responds Letter ‘ 
Mer Me 1900, Kesponda Letier 
»-7500) Kichardeon Shaw Inc 15655 W 
OnNTROL SYSTEMS Maxwell Backheim & 
Leute Missouri (CH Bales Letters, inc 
Park Ave Bande Hoke & Ime 
MACHINES B Bends & Company 
Lioyd F. Wood Associates 
George V. Rumage 
H. Bunn Co on 
theshire Malling Machines Ir 
Kh. Conhead Co 720 
(orp 
Feline Tying Machine Co 
Martin Vale, In 
Nations! Mundie Tyer Co 
3 
Seal -O-Matic Machine Mf 
Fragrance Process Co 
‘ tee Protects Company 
Presto Process Co. 
Address O-Hite Mtencil & 
Clear Cut Duplicsting Co 
Creative Mailing Bervice 
Bwaneon Direct Mail Service 
Ameriran Envelope Mfg. Corp 
The American Paper Produc 
Kerlin & Jones ¢ 
Columbia 20 
Ramuel Cuopples Bnvelope 
Cupples Messe Corp 148 
[het re Tuller Envelope Co 
Diplomat Envelope Corr 
Gerden Clty Envelane Uo 
The (ire clape Mie ‘ 
Qua Park Envelope Compa 
~ Yer me Cort 
Tre Envelone 
Prone 
twit Mates ¢ 
Wolf Detroit Envelope ¢ 
» 
Curt one 1 1m 
4 The ¢ 
The Wolf Buvelome 
Whis 
Ronde Rerke & Co... tne. WA 4.1581) 
The Missing Bales Link, 
Curtin & Pease, te ote 4 Autametic Malling 
Dickie Raymond ine 10, Mass HA ¢ Randed - Netionwite 
Me A lates Deleware (Te 440 Advertising Service 
Direct Mall Services ‘ Atlante the JA file Letter Service Third A 
4 General orf tne  Weshingtor NA 6.5908 Matlers tne 
if MU 09-1630 Reskam Advertising 1420 
IT (MU 20000 Wet Dir, Ady Coe #12 Hower 
re; 
“ 


LE INK LETTERS & POST CARDS 
Tth Ave 


Rocke Co 
LABEL PASTERS 
Potdevin Machine 200 North St.. Teterboro, N. J HA 8.1941 


Framingham 


Pureka Printing Blectric Se rantot Pa. Os 
Label Co om, N.Y KA 
Tompkir Label Service Wal Philadelphia 2 re 
LETTER GADGETS 
Hewig 6 W. Ot, 19, N.Y JU 2-2186 
WA 


& W. Jacke Bivd., Chicago 4 


LETTERHEADS 


Ten BK 255 


Brunner, le Printers Lith hers. 1010 Jefferson Ave 
Harper Engraving & Printing Soring, AD 
Woe thor ts In thedwhk Square Worcester 5 Macs ti 
LETTERS 


Letter o Fi Ave New 


MAIL ADVERTISING SERVI (Lett 
cuicace CES (Lettersheps) 
& to Lew Dear bor 


le af “ M 


sw Jace Miva ra dad 
CLEVELAND 
Clevels Letler Superior BU 1-8200 
ColLvumeus 
DETHOI: 

Ad « Jefierson Bast 

‘ & Horse Marquette wo +e 

EAST GRANGE, NEW JERSEY 

Mer 26 Bterling Bireet (OR 2.3000 
HOUSTUN 

"Te ing & Letter Ber 620 Ave cA 


KANSAS CITY 

‘ 1430 Grand HA 

LOS ANGELES 

Atlas Letter Bervice ‘8. Spring 14 Mi Sis! 

makion i ‘ Mi 

Fulliliment (orp. of America wef Tei 

NEWARK. NEW JERSEY 

Aw ‘ Mailing Mervine Belmont Ave TA 4 

NEW YORK CiTyY 

Advertiser Mailing Serv In Ww wh al 100 

Benart Ma Males Mer le * i Mi 

tar al Ma ‘orp Mroawa wie 

Ce Letter ¢ i is AL, 


Tyme Letter Ber ior Al, 4-174 
PHILADELPHIA 
wee at lie 1010 Mt MA 7 #199 


late 


& ‘ Routh A i) BA 
SAN FRANCISCO 
The Letter Bhop Reale Bi 
WASHINGTON. C 
General Office Ber is 
WESTFIELD. NEW JERSEY 
! m (ou Hustnes WE 2 8208) 

MAILING LISTS - BROKERS 

‘ ‘ ‘ ¥ Mi 
‘ nt " ‘ Wa ke ive ‘ Hine 
I> Ma ‘ vy ¢ Mi ‘ 


MAILING LISTS BY suBIECT 
POR COMPARE AME IN PARENTHESIS WITH LISTING 
(OMPILERS £2 OWNERS 


COMPILERS & OWNERS 


MAILING LISTS 


Equipe . are 
« 

ina Lists Cor 
Magazine Ine r 

Advertising Ser 4i 
Registrations In« 
Raltimore a} fon 
Liste 
mwas City Diepetch, Ine 3256 


Dement 
Laity Burees 45 


MOVEMBER, 1956 


Creative Mailing Service feo 


Main @ Yreepert, N. ¥ 


Walter Michigan Av ih, 
Ve iv lr Ave ie. NN 
International Li ‘ In rif rt 
‘ sing Service Towson 4, Ma vA 


Ind 
Ir Machinery New Ww De ‘ Mict 
Mia al the N. ¥ 
Ma ‘ Corp, America Late ‘ age 10 cmt 
Ma fpotatet ‘ Hew. tilen aL 
Manpower, I w ft urn A Milwaukee 3. Wis nn 
Coampliation Bur Venera N. Uollypwoed Cal 
Mer Ma ‘ Pe Orange on moo, 
‘ ‘ 
Pale lA Cirend Conceuree, N_V 
WwW. 8 Poenten In ‘4 Heneek Englewoud, N. J Mt 
Pre Equipment ¢ Milwaukee Ace 41, av 
Reporter of Dire Mai Aad Chance ‘ y. ri 
Mele ‘ Kober Heverly Hil Calf Cn 
The Spee Ahire ‘ island City 4. NY 4.9099) 
wi am “on “ New York N 4 
‘ 


Zeller and Letics. Ine 


ll, Brownweed (0005 


MAIL ORDER AGENCIES 
ro n 


Sparks Advertising Agenes 
MAIL ORDER CONSULTANT 

Hertert I Kellner & A sates, Wabash Ave Chirag HA 

Whitt Northmeore Behults j (id Kim Lane, Glenewe, 


CH 45-0603) 


MANUFACTURERS —ADDRESSING MACHINES & ACCESSORIES 
Alling Mfg. o Ww h We We 


MATCHED STATIONERY 
ith & Campbell City HA 


MIMEOGRAPH MACHINE 


Addressing Machine & Equip. + 6 Hroadway, N. ¥. 7, N. ¥. (HAS 
MULTIGRAPH SUPPLIES 
Chiesge Ink Kitten 10 Welle Chi, 6, eT 
Mack Type ¢ Fulten we 7 (Bes 
OCCUPANT MAILING LISTE—LOCAL & HATIONAL 
Advertising of Ameri Ave lretrott 26, Mich 
Sterling Mast Orange, N. J. (On 2 


Merit Mailers 
orreser 


MIMEOGRAPHING 
Surety Letter Ber bast tind N. ¥ Nw. ¥. (Mt 
PACKAGING 
Coupon Service Con vet N.Y (ORG 
Miet Mtreet, Bast Orange, N. J. (OK 2 


Merit Mailers 
PAPER MANUFACTURERS 
Appleton Coated Taper N. Meaue Appleton, Wis. (4 
Byron Westen Company Dalton 


Me a Mi ques 
Iie Paper ¢ Tei. 4 
Howe Mille, 1 Hulme low 


Mohawk sper Comper 
‘ Paper Neonat Wis 
aper ¢ Kdward Wh 
Ver lay Vaper { 
Paper ¢ Mae 
PAPER MERCHANT 
M Paper ¢ i’ ‘ m WA 
PARCEL POST MAILING 
‘ I's ‘ ark y tm 
PERSONALIZED GIANT GRAMS 
Hunde Kocke ¢ h A ¥ (WAS 
PHOTO ENGRAVERS 
Hore ‘ ‘ y wii 
PHOTO REPORTING 
PORT CARDS 
‘ ‘ ra Milwaukes “ nn 


PRINTING OFFSET LITHOGRAPHY 
PRINTERS LETTERPRESS & LITHOGHAPHY 
SALES PROMOTION COUNSEL 
Mar ‘4 Ag rif y ie i’ 
SEASONAL BTATIONERY 
Ar 7 ‘ nat Mark Mi vi 
SUBSCRIPTION FULFILLMENT SERVICE 
Folf Cor America ‘ ‘ , Me 


Ne ‘ 
SUBSCRIPTION FULFILLMENT 
SYNDICATED HOUSE MAGAZINES 
The W om Ka Cleveland O AT 
TRADE ASSOCIATIONS 
MABA Internationa Jes Mier ine 
Ne Coum Mal Meet “ 6, N.Y ree 
TYPOGRAPHERS 


VARITYPERS AND TYPE FONTS 


The Ademm Co Keron tee 


VARITYP® 
‘ 


Zenith Typewriter & Adting Mart (Wad 


(PR 


Past th N.Y. 18, N.Y Mi 


3193) 


6700) 


2445) 


3236, 


sine 


| 
fe 
invisis 
61) 
LABELS Addressing Serv Washington & NN. ¥, 6 HA 
a 
> 
Be 
eee) 
100) 
00, 
lee 
PITTSBURGH 
Ad Associates In 1627 Penn Ave AT 
ROCHESTER 
10) 
ig 
Mune Me I Ber me Basten ‘ Ma oO 
Na j Ave Mil 66-2454 Be 
Vent i 16, NY. (LB ‘ 
“ am Stroh, Jr “ Yoru. sane 
World Wide & ‘ New York ui ‘761 
if 
i” 
Ganers List or ono Western Empire 0 
New Car Buyers “ tiile Letter Ber e 
Occupant Mailing Lists ant Mailings I America, Im 
Pet shops 006: Pet supply jobbers, 156. Cat breeders. 6M all Pets 006 
Upper me Farmers fille Letter Service 
Ad 
4 
‘ ais’ 
: 
‘ } 
| 
3 


Your Envelope Influences This 


_ SPLIT SECOND DECISION 


TENSION Creative Design — 


insures more openings! 


“Creative Design” puts “sparkle” in your envelope .. . insists 
upon attention through the use of eye-catching illustrations, 
interest-provoking copy, color, unusual designs. 
Tested ... and proved thousands of times! 
More of your mail gets opened—more gets read—more re- 
sponses. Build prestige. Your envelopes stand out from the 
erewd instead of getting lost in the shuffle. 
FREE SAMPLES! Send samples of your present mailings — we'll send you 
a selection of envelopes with proven “PULL POWER.” No obligation. 


TENSION ENVELOPE CORPORATION 
nve ore”. Campbell at 19th Street, Kansas City 8, Missouri 


CANCER RESEARCH AND 
HOSPITAL FOUNDATION... 


was opening a 170 bed hospital. With most of their 
money going toward research and building, the Foun 
dation had only a limited promotional budget. Purpose 
of their mailing was to reach a large segment of the 
‘influence’ population make its story more widely 
known and get financial support. They called 


DUNHILL, who put its 25 years of market research 

experience to work and developed a “Market Plan” 

Then reaching into its vast sources of information 
compiled the mailing lists 


The FOUNDATION ’'s test mailing of a four page bro 


chure to 25,000 was so successful that an additional 
50,000 mailing was made 


Next time you are about to purchase a list, be sure you 
reach your entire market, To be sure, put DUNHILL’S 
market know-how to work for you. Ask us to develop a 
“Market Plan” for you. There is no charge or obliga- 
tion for this service 


DUNHILL 
INTERNATIONAL LIST COMPANY, INC. 
Market Planners + Mailing List Compilers 
565 Fifth Avenue, New York 17, New York PL 3-0833 
55 East Washington Street, Chicago 2, ili. DE 2-0580 


Send jor a copy of Dunhill's 1956 Mailing List Catalog 


DIRECT MAIL SUCCESS 


Edited by Peter Shugart 


The purpose of this department is to give 
thumbneil sketches of authenticated direct 
mail successes. In order to get a release of 
confidential figures, we have promised that 
names and addresses and identifying details 
wll be withheld 


5 inquiries for each 100 letters 
mailed: then | to 2 sales of each 5 
inquiries plus referrals to new pros- 
pects; typical results for one insur- 
ance agent. Multiply these figures by 
10, 100 or 1.0000 and you are doing 
reasonably good direct mailwork. 


$ 


120% sales increase in 2nd year 
and 60% increase in 3rd year claimed 
by cloth goods shop using “sample” 
mailings. Prime business source is 
500 new families each month. 


$ 


9% returns from mailing of 30,000 
pieces produced more than 60 re- 
quests by inquirers “to have your 
representative contact us.” What is 
nicer than having prospects invite a 
sales pitch in direct mail channels? 
These are results obtained by spe- 
cialty manufacturer 


$ 


Humorous mailings bring high 27% 
response for one printer who claims 
his working space doubled in 36 
months as result of steady mailings 


Dealer business increased 400% 


for distributor: another doubled 
sales in 9©O days: another claims 
business increased 4 times over pre 
vious records. Thus paper maker 
proves planned personalized dealer 
package campaigns pay their way. 


$ 


Using ordinary government post- 
cards with simple copy and mini 
mum artwork auto-dealer developed 
sales on one model car in 6 months 
exceeding his entire previous year's 
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Here are <> smart ways 


to speed up your mailings...use 
Dennison Addressing Labels 


3. IN ROLLS. Quickest, easiest 
for one-time mailings. Labels come 
in continuous strip for convenient 
typing and attaching. 1000 labels, 


2. IN CARBON SETS. Quick, 
clean, easy for typing multiple 
mailings. Four sheets of couponed 
label paper collated with one-time 
carbons. Labels stay lined up until 
snapped apart. 33 labels, 2'/»5” x 
16", per sheet; 132 to set. 


ew SHEETS. Most versatile 
kind of addressing label. Type- 
writer size sheets for typing and 
duplicating. Type 33 labels with 
one insertion in typewriter. Make 
carbons for multiple mailings. Lint- 
free; pod-free. 33 labels, 2' 5” x 
1”, per sheet. 


1 

All with Dennison y At your stationer’s HUSETTS 
special formula gumming or write for the name FRAMINGHAM, MASSAC 

for tight adhesion of your nearest dealer. 


| 

| 

| 
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sales. Never sell the postcard short Coupon techniques doubled sales taining 2 page letter, copy both sides, 
surely this proves the power of well- in 30 days for food market man- personalized in no way whatsoever, 
written copy! ager. He solicits business of new trd class postage, plain black and 

$ city residents with high value coupon. white enclosure mostly photographs 


Amazing 14% response oltained Proves to himself value of giveaway plus reply ecard. No order blank, no 
by industrial sales agent. Cleared 6 inducements: finds direct mail al- price information. Man received ex 


months backlog of inquiries. 14°: lows “fast returns in short time” as actly 5 reply cards. He sold exactly 
qualified themselves in one of three well as “selected bull’s-eye mailings | of the 5 inquiries! Sounds poorly r 
ways: Admitted having (1) an im into slow neighborhoods.” Not at all, You see the man sold 4 


mediate or (2) anticipated problem $ fire engines to the I sale. 
or (3) asked salesman to call. Re Moral 

minds one of ancient mail-order if you are discouraged at times Number or quantity of your returns 
adage: You must work your list with your direct mail efforts re- important only in direct ratio to the 
over again and again Applies most member the story as follows: Man sales price (and net) of your prod 


everywhere. made a mailing of 15,000 pieces con ut! @ 


IDEAS for your direct mail campaign! | 
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HAVING 
THAT WONDERFUL 


TYME* 


iS WHAT YOU NEED 
* 


“Syme LETTER SERVICE CORP. 


A COMPLETE DIRECT MAIL SERVICE 


FRIENDLY PROSPECTS 
BUY QUICKER 


Get on ‘‘firet name” terms with your list 
by using the Let's Hove Better Mottoes 
Association monthly direct mail. Copy 
right license exctusive by type of busi 
news ond soles territory. Write for details 


GYMER-2125 rh Cleveland 15. 


Elizabeth Repasa Invites you .. . 
te conter with her and her creative steff for 
ALL your direct mail projects. One-piece or 
@ cameo written ond produc in her 
modern plant Custom-made direct mail with 
consumer slanted copy 


letter service 


repass 
29 Wabash Ave. CE 6-4056 Chicago 3, 


50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quentity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 
5744 Clark Chicege 13, 
Phone EAstgete 7.5496 


‘FREE SAMPLE. 


An issue of the monthly Clipper is yours to 

wee without cost. You con create spork 

layouts fer printed matter with scissors and 
pot Ne obligation Address 


Box BO6W, Peoria, Illinois 


The Perfect 
LOw-COosT 
Addressing 
System 


22 EXPERTS 


answer 600 questions 
on how they work their 


“MAIL ORDER 


STRATEGY” 
ee page 43 


(Continued from Page 17) 


and awarded Pfaelzer prime sirloin steaks 
to dramatize his slogan, “Don't sell the 
steak, sell the sizzle.” If you are inter- 
ested in seeing the Gift Guide or the 
Home Freezer Catalog (exceptionally well 
done), write to J. N. McGinnis, director 
of marketing and merchandising, at the 
company address in the Stock Yards 


[) PUTTING HIS AFTER HOURS 
TALENT TO GOOD USE, Garwood 
Bacon, vice president of the Industrial 
Yarns Div. of E. W. Twitchell, Inc. 
(3rd & Somerset Sts., Philadelphia 33, 
Pa.) was responsible for an interesting 
mail promotion to the rug and carpet 
trade. Bacon has a professional sideline 
as @ composer and recording artist. . . 
using the showbusiness name, Billy 
Woods. Collaborating with Twitchell’s 
ad agency, McLean Associates, N. Y., 
Bacon produced a recording with a pop- 
ular song on one side, a specially-slanted 
product message on the other. Issued as a 
signed and numbered “limited edition,” 
the disc was mailed in a folder bearing 
nostalgic program notes dating back to 
1936, a significant year in Twitchell’s de- 
velopment. Response to the initial record- 
ing was so good Twitchell plans to 
produce a periodic series, featuring vp 
Bacon in his after hours role of trouba- 


dour 
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| DIVIDEND FROM DIXIE: Eric 
Smith and Bob Hemmings of Burroughs 
Direct Mail Advertising, 2617 S. Broad- 
way, Los Angeles 7, Calif. have made 
quite a thing out of their “Burroughs 
Executive Vice-President” mailings. Some 
time ago Smith and Hemmings sent 
their customers and prospects a small 
card enrolling them as honorary “Vice- 
Presidents” of the firm. Every now and 
then whimsical letters keep the veeps in- 
formed on the lighter side of Burroughs 
business. Last month's “Special Report 
To Burrough's Executive Vice Presidents” 
was accompanied by $500 in Confederate 
money, with this explanation: “One of 
our very important Vice Presidents in 
South Fullerton recently paid us in this 
worthless (1 mean very valuable) cur- 
rency. Your Board of Directors (that's 
Smith & Hemmings) held a special meet- 
ing to decide what to do with this 
valuable money. And you guessed it, an 
Executive Vice-President’s Dividend!” 
Good stunt. 
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DECISIONS 


“Uyme LETTER SERVICE CORP. 


A COMPLETE DIRECT MAIL SERVICE 


JUST PUBLISHED ~~ 


DIRECTORY OF ASSOCIATIONS 


Useful Reference Source for 
@ Libreries © Universities Publishers 
@ Manutecturers @ Houses 
@ Seles, Advertising, Pub Relations 

ond Research Executives 

FREE FOR 10 DAYS 
ENCYCLOPEDIA OF AMERICAN ASSBOC!. 
ATIONS listing 5.162 Trade, Business, Pre- 
fessional, Whetesale, Retail, Scientific, Educa 
and fraternal Associations 


Chambers of Commerce (local, 
ational and foreign 
Gives address of ational headquarters: ex. 
ecutive seeretary:; sumber of members, staff 
and tecal groups; description of membership 
end Useful guide for research. mai! 
Price — $15.00 
Seat on approval for 10 day trial exam 
ination. Order trom 


GALE RESEARCH CO., Room 2111! 
247 Kenworth Columbus 14, Ohio 


PPP 


We process advertising and sales letters 
Multigraph-Mimeograph-Offset 

assemble and mail them 

with your enclosures. 


22 W. Madison St. 
Chicago 2, Ill. 
FRanklin 2-8734 


SALES LETTERS 


Letters with 
thot beckon to be read, thot iv pel and 
sell. One series 30 yeors old. Send for 
curculer Please write on letterhead 


“Chat Fellow Bott’ 


Leo P. Bott, Jr, 64 E. Jockson, Chicago 


DEVELOP E O 
exp. roll, jumbo printed plus 
FREE extra set prints — only 50¢ 
($2.00 valve). Write for FREE 
mailing beg. 


PHOTO WHIZ. Box 227N. MINEOLA WY 


600 QUESTIONS... 


are answered by 22 experts, 
revealing their 


“MAIL ORDER 
STRATEGY” 


. see page 43 
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SEVERAL OF OUR FRIENDS have 
had trouble with their local Post Offices 
over the interpretation of what is a proper 
address. In one case where names and 
addresses had been put on plates, the 
P. O. returned the pieces because only 
the office building name was given, claim- 
ing the address must have the room num- 
ber and the street address. We have 
discussed the situation with the Post 
Office Bureau of Operations and here is 
the answer: “The Postal Manual does not 
specifically cover the subject but it is 
permissible to use a building name in- 
stead of a street address on mail. The 
room number should be shown if avail- 
able as more than one carrier serves some 
large buildings.” The subject will be 
covered in an carly Postal Bulletin. But 
if any of you have trouble with your 
local post office, show them this item 


eee 


IT’S ABOUT TIME! In recent years, 
the Post Office has become a huge col- 
lection center for charity drives. Nearly 
every month donors were instructed to 
send their contributions in care of the 
Post Office. It was fast becoming a night- 
mare of added work for postal employees 

without any revenue which might 
help that so-called postal “deficit”. A new 
government-wide policy, approved by the 
president and published in the Postal 
Bulletin of September 20, 1956, limits 
charity drives to not more than three 
solicitations each year during a specified 
period. The instructions are long and 
complicated, so if you want to have all 
of the rules and regulations, better refer 
to both the September 20 and 27 issues 
of the Bulletin. Maybe this decreased 
load on the Post Office will help to speed 
up a faltering mail delivery. A _ recent 
First Class letter mailed from Atlanta 
took 10 days to reach Garden City, N. Y 
And Les Shively (Alumni Secretary, Uni 
versity of Louisville, Louisville Ky.) re 
ports that parts of a permit mailing made 
on September 5 to addresses within a 
350-mile area of Louisville were not re- 
ceived until September 20 1S days 
after being postmarked 


eee 
BATTLE OF THE CREDIT CARD: 
The American Hotel Assn. is fighting mad 
over what members term “the influx into 
the hotel field of outside credit card 
schemes that would result in forcing up 
the prices of lodging and food to the 
public.” A.H.A. members deplore the 
fact that outside promotors have been 
pressing hotels to recognize their new 
cards and then pay them a 7% commis 
To combat this, 


sion on the guest's bill 
the hotel industry is supporting a hypoed 
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Rates $1.35 per line 85¢ Situation’ Help Wanted Minimum 4 lines 


Address: Classified Dept. The Reporter, 224 7th St, Garden City, N. Y 


CLASSIFIED 


ADVERTISING 


ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—-$35.00 
per M. 100% accuracy guaranteed 
POLLARD. ALLING—-3 line proofed and linked 
$25.00 per M 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service 
martin Advertising Agency, 15 40 St. 
Vept. 33A, N. Y. LE 2.4751. Est. 1923. 


ADVERTISING ART 


RAY THOMPSON, Box 134, Wyncote, Po. 
At your service for art work, ideas with that 
“personality” approach! Many happy moil 
clients. Specimen sheets on request. Prompt 
attention 


COPY AND ART 


LETTERS that sell, FOLDERS with impact, 
BROCHURES with that extra touch of 
quolity. Planning, composition; leyout 
if you wish. PENWISE, Old Lyme, Cr 


EQUIPMENT FOR SALE 


Letter Opener Burroughs 7800 60,000 
Drug & Jewelry. Elliott Stencils — Elliott Ad- 
dresser. Write The Reporter, Box 115, Garden 
City, N.Y 


SITUATION WANTED 


Mailing and production. 17 years experience 
as contractor in mail sorting and alphabetiz 
ing lists. Expert handling all details list main 
tenance. Box 113, The Reporter, Garden City, 
N.Y 


TYPE FOR OFFSET 


Seve with FOTO-FONTS. Unit cost per font 
only 20¢! Easy to set and align—sharpest 
reproduction. Free samples and details. A. A 
Archbold, Publisher, Box 20740-K, Los Ange- 
les 6, Calif 


FOR SALE 


INSERTING MACHINE. 4 bin extra wide 
Recently purchased. Our operation necessi 
totes 6 bin models only. Sacrifice. Call Mr 
Green, Al 4.2210 


BOOKS 


MAIL ORDER STRATEGY. Learn how 22 mM. O 
experts make sales click. See page 43 


HELP WANTED 


Young Gi for training os assistant supervisor 
with long established mailing list house. Pro 
motion when ready to Assistant General Man 
ager and then General Manager of Produc 
tion. $70 to start with increases as earned 
Address Box 112, The Reporter, Garden City 
N.Y 


UNUSUAL OPPORTUNITY TO SELL DIRECT 
MAIL 
if you know direct mail and can sell the 
country's largest mailers, we have a few 
territorial openings where you can make 
$40,000 a year and more. The largest book 
catalog, school, direct selling and similar 
organizations in many different fields use 
as many os 5,000,000 of our mailings yearly 
Write in confidence for personal interview 
The Sloan Ashland Division, 903, Merchandise 
Mart, Chicago 54, Illinois 


HELP WANTED 


To assist starting a Direct Mail Agency in 
conjunction with established printing business 
in midwest (not Chicago). Well rounded 
experience necessary. If you've got it-—you'll 
make it big. Address Box 111, The Reporter, 
Garden City, N.Y 


HELP WANTED 


SALES CORRESPONDENT (female) compose 
and type own letters. Also Dictaphone. Direct 
mail, moil order, graphic arts background 
helpful. Good opportunity with growing New 
York firm. Box 114, The Reporter, Gorden 
City, N.Y 


Lists 


CANADA'S BEST MAILING LIST 
275,000 live names on Elliott stencils 
Call your list broker-—-TODAY 
or Tobe's, St. Catharines, Ontario 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers Wholesalers Manufacturers 
Banks Churches Institutions 
Choice of 350 Other Lists 
"We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue 
SPEED ADORESS KRAUS CO 
48.01 42nd Long Island City 4,N. 7 
Stillwell 4.5922 


REBUILT & GUARANTEED 


Addressograph Speedaumat Elliott Addressing 

Machines. Graphotypes Cabinets Trays Plates 

Frames. Mimeographs Multiliths Tying & In 

serting Machines “Hook-on” Tray Equipment 

| Buy and Sell all Direct Mail Equipment 
James Eckstein 

326 Y.7,N. HAnover 2.6700 
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expansion program which will promote 
its own 2'4 year-old credit card system 
Universal Travelcard is the new name 
chosen for a single credit card honored 
by A.H.A 


Travelcards will be issued in miniature 


members across the country 
vize white laminated plastic form 

good for 12 months at $5.00 per year 
Says president Seymour Weiss of the 
Roosevelt Hotel, New Orleans: “The new 
influx of credit card propositions is just 
a polite way of saying that these outsiders 
are trying to chisel into the hotel business 


as 7° partners Through agressive pro 
hopes for an 
ultimate goal of 5,000,000 


subscribers 


motion, the association 


Universal 


Travelcard 


ee 
is His) «WHITE ELEPHANT 
WHIGHING YOU DOWN? An eye 
opening new booklet from Remington 


Rand tells us the efficient records-produc 
ing equipment of modern 
actually creating a white elephant 

whose very enormity can weigh down 
an entire organization. KR claims electric 
typewriters making up to 15 copies, 
duplicating equipment producing 150 
copies per minute and tabulators printing 
up to 100 lines per minute create a con- 
dition indicated by increasing personnel 
and space costs, lost executive time, and 


business is 


unnecessary equipment expenditures 
Titled “These White Elephants are Made 
of Paper RR's colorfully illustrated 


booklet shows various methods of improv 


ing management and record control 

mventory and appraisal to re 
paper white elephants 
are driving you into seeing pink ones 
you can get a copy of the booklet from 
RR at 315 4th New York 10,N.¥ 


organization. If 
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A NEW TELEPHONE NUMBER 
ANNOUNCEMENT from Peninsular 
Paper Co., Ypsilanti, Mich., cleverly 
utilized a useful letter opener m 
printed on its handle with Peninsular's 
address and new number, HUnter 2-2600 


AS REQUIRED BY LAW 
Statement of the Ownership, Management, 
Circulation, et« required by the Acta of 
Congress of August 24. 191 and March 
1. 1933, of the 12 REPORTER of Direct 
Matl Advertising 
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THIS DELUXE “POP-LP” MAILER 


got outstanding results for Benson 
Lehner, Los Angeles 
data reduction equipment. “Just build me 
a little black box that will solve all my 


among 


manufacturer of 


problems” is a favorite saying 
electronics engineers working with data 
processing systems. So Carson/ Roberts 
Inc., B-L’s agency in Los Angeles, did 
just that producing the pop-up mail- 
ing shown here. When taken out of the 
envelope, the device automatically ex- 
panded into a perfect cube named 


The plastic opener was inserted in two 
die-cut slots on the inside of a simple 
4” x9" folder, with address and number 
imprint showing through a die-cut panel 
on the cover. An illustrated hand around 
the cover die-cut panel pointed up the 
headline ‘You are holding our new 
number Only copy inside was the 
headline: “Please call often,” and a line 
reminding recipients that a knob on the 
letter opener’s handle made a good tele 
Produced by Shaw-Barton 
Coshocton, Ohio, the letter opener folder 


phone dialer 


makes a good announcement format 
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SPEAKING OF ANNOUNCE, 
MENTS, Zellerbach Paper Co. created 


Marh leas 


Laws end Heguletions, printed on the reverse of thie 


Poste 


Theat the name end of the publisher 
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Black Box 
Sides of the box were printed with infor- 


the “Desk Model #B/L-1 
mation engineers use in thew everyday 
work (tables 
erts created the 


figures, etc.). Carson/Rob 


novel mailer from a 
patented format manufactured by Jannes 
Associates, 161 E. Erie, Chicago, Ill 
Tricky folds and rubber band spring ac- 
tion make the flat enclosure pop into 
a cube when mailing piece is opened Inci- 
dentally, the N. Y. Sales Executives Club 
used the same format not long ago for 


a meeting announcement. Good idea! 


another beauty to announce their 
Oct. 10-12 American Institute of Graphic 
Arts Exhibition at the Ridpath Hotel 
Spokane, Wash Advertising manager 
Glory Palm Carlberg showed us this high 
class piece at the DMAA Convention 
With the Zellerbach-sponsored AIGA ex 
hibition including all types of top-notch 
specimens, the paper 
designed their announcement around the 
theme that the 


printed company 


showing would be a 
Garden of Ideas” (To make imagination 
bloom”). Type design was excellent, with 
just the right touch of illustrated birds 
and flowers to carry the theme 

superbly lithographed in a four page 
folder on white cover stock. This “Gar 
den of Ideas” announcement rates a direct 


mail orchid for sure 
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A table in the back room of a stationery 

store cradled this sturdy infant. On 

this table 25 sheets of paper were piled 

up, topped off by a tin form. 

Here, on rainy or slack days, one of 

the clerks would busy himself, 

cutting through the paper with his 

pocket knife, using the outline of 

the tin pattern as a rule. These paper 

blanks he passed on to the other clerks 

who folded them into envelopes by hand. 

As primitive as it was, this method of envelope 
production filled the bill back in the early 1840's. 
Now, as then, we continue to bring you... 


2 finest envelope at the lowest 


Soon expansion followed expansion, where today 
our capacity is more than 5 million daily. Now 
as a leader in the envelope industry — 
manufacturing all types of business envelopes — 
we're still eager to serve the further development 
and growth of American enterprise. 


BERLIN & JONES 


... years before 


the first postage 


stamp was printed... 


BERLIN & JONES 
was a 
going 
envelope 
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Where is your market? No matter where 
you beam your sales message — to the 
industrial cities, great and small, or to 
the widespread farm areas — you can 
be assured of the finest occupant lists 
available. High deliverability, with a 
minimum of *Nixies, is possible only 
when lists are used time after time and 
continuously corrected. Our lists are 
used many times a year, and as brokers 
the best are always available to us 

and to you. Choose your coverage with 
us — you can be certain of the highest 
per cent of delivery. 


*Nixies — the mailing gremlins — “No 
Box” “No Such Number” 
“House Numbers Chang- 
ed” . “House Torn Down” 

“Unclaimed” 
side City Delivery” ... We 
banish these Nixies for you. 


Coaupast 
1226 Pennsylvania ave 
City 5, Ko 


The Nation’s Homes at Your Finger Tips! 


Let us assist you in planning and executing 
your next occupant mailing campaign. Our 
“know-how” is at your service. Choose your 
coverage and we'll do the job to your speci- 
fications whether it be: 


National Regional State 
County City Trade Area 


OccuPANT LIstTs 


Affiliated with W. A. ae 


OF AMERICA, INC. 


S. L. (Les) Cullman, Pres. 
W. A. (Will) Storing, Treas. CA. 4-8893 


OCCUPANT MAILERS 239 Werth 4th Street 
COMPILERS — BROKERS COLUMBUS 15, OHIO 
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